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‘Demand’ is the 
yardstick 


Sir,—In view of the comment 
which has appeared in your cor- 
respondence columns concerning 
the Survey of Controlled Circula- 
tion to which I contributed, I 
would like to add to what I have 
already said on this subject. 

The point I wish to make is 
that whether a journal be free or 
paid for is comparatively unim- 
portant, provided that it is asked 
for. 

It is common knowledge that 
most of the subscriptions to jour- 
nals of a technical nature are 
charged to some company’s ex- 
penses, and the amounts involved 
are usually too small to neces- 
sitate close examination. The 
important point is to differentiate 
between controlled circulation 
and that type of free distribution 
which involves no demand on the 
part of the recipient of the journ- 
nal, whereas the whole theory of 
controlled circulation is based on 
a positive demand from the 
individual. 

R. MacDonaLp Watson, 
Publicity manager 
BX Plastics, Ltd., 
London, E.4 


Block prices 
and the FMPE 


Sir,—In commenting on the 
Federation’s review of block 
prices you suggest that it would 
be fairer to apply a standard 
increase to all sizes of blocks. In 
other words the Federation 
should continue to make some 
blocks at a loss and others at a 
profit. (Comment, August 24.) 

It was exactly to avoid this 
state of affairs which already 
exists that we revised ouf scales. 
What you have overlooked is the 
fact that some engravers may 
receive orders for large numbers 
of small blocks, while others may Stockmakei 
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| 
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To The Editor... 


do a preponderance of business 
in the larger sizes. 

It surely cannot be disputed 
that modern business methods 
require that each section of an 
industry must pay for itself. 

Our case is quite simple. It 
has been known for some time 
that the prices charged for small 
blocks do not cover their produc- 
tion costs, and that the converse 
applies to large blocks. There- 
fore, we increase one and reduce 
the other—a step not only fair 
but logical. At present, blocks of 
120 square inches are sold at 
approximately seven times the 
price of 14 square inch mini- 
mums. 

We have, therefore, undertaken 
the complete reconstruction of 
monochrome prices with the 
object of ensuring that every 
block regardless of its size shal! 
be available to buyers at an 
economic price. The new list in 
general shows a price ratio of 
one-to-four between the small 
and large blocks, instead of the 
former ratio of one-to-seven. 

It removes the unfair 


THIS WEEK 
New formula for assessing 
readership—page 22. 
NEXT WEEK 
Trade and Technical Press Annual 
Survey. 


and 


anomalous position in which the 
buyer of large blocks has paid 
more than his due in order that 
the buyer of small blocks could 
have them at a price less than 
they cost to produce. 

From the individual engraver's 
point of view, the revision elimi- 
nates arbitrary influence of block 
sizes upon the profitability or 
otherwise of the business. To 
have followed your suggestion of 
a small all-round increase would 
have perpetuated the anomalies 
referred to and left the trade with 
a price structure at variance with 
present-day costs of production. 

N. HARRISON. 
Secretary. 
Federation of Master 
Process Engravers, 
75 Red Lion Street, 
London, W.C.1. 

[In order to get a further view 
point we asked the manager of a 
London engraving company for 
his comments. He_ replied: 
“There really isn’t much differ- 
ence-in the basic cost of produc- 
ing a minimum block and one of, 
say, 60 square inches. 

“The larger one uses a bit more 
raw material—but both take more 
or less the same production time. 
Blockmakers are, _ there fore, 
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anxious to encourage their cus- 
tomers to buy the larger more- 
expensive sizes—that’'s where we 
make our money. 

“But, while I agree with the 
new schedule in principle, there's 
a danger we may price ourselves 
out of existence. The answer is 
electronic engraving which can 
cut costs by 40 per cent.”— 
Epiror.] 


-_ ° 
Jim Laker in 
a spin 
Sir,—What qualifications do the 
Aussies think Jim Laker has for 
filling such an important job as 
that of chief PRO to their largest 

cigarette manufacturer? 

I hear that Jim Laker has 
asked for 12 months in which to 
think it over. Could it be that 
he thinks it will take him at least 
a year to get even a smattering 
of public relations practice? 

One can only hope that the 
Australian Institute of Public 
Relations will take up the cudgels 
on behalf of our colleagues 
“down under” against such whirl- 
wind spin-bowling tactics. 

Surely even the _ greatest 
cricketer could not, without any 
previous training and experience, 
suddenly become legal! adviser, 
medica! officer of health, or act 
in any other professional capa- 
city, so why, in Heaven's name, 
should 19 wickets for 90 runs 
make a PRO? 

m4. 
E.C.4. 


LIEBMAN. 
Fleet Street, 


First nuclear 
directory 


Sir,—I noticed with interest an 
item in the August 31 issue con- 
cerning the new Temple Press 
annual Nuclear Engineering 
Directory, 1957. This was stated 
to be the first publication of its 
kind. 

My company announced our 
forthcoming Nuclear Power Year 
Book and Buyers’ Guide some 
two months ago, when we sent 
a questionnaire to some 3,000 
engineering firms throughout the 
British Isles. 

Approximately 80 per cent of 
our publication has gone to press 
and we have already had over 50 
pages of advertisement bookings. 
The Nuclear Power Year Book 
and Buyers’ Guide will be pub- 
lished in November. 

A. H. Davip Rowse, 
Managing director. 
Rowse Muir Publications Ltd., 
London. W.1. 
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How fresh? 


Sir,—The correspondence on 
“whiter than white” (August 31) 
reminded me of something which 
has worried me for a long time. 

A company manufacturing 
frozen foods have a depot close 
to my office, and every day I see 
on their van a prominent slogan 

“Fresher than Fresh.” I have 
many times asked people to ex- 
plain to me what it means, but so 
far without success. 

Perhaps one of your recondite 
readers could help me to relieve 
what has become a _ continual 
source of irritation. 

EpoGar S. M. WELLSMAN 
Whetstone, N.20. 


Not sponsored 

Sir,—**Pye Extravaganza” has 
been referred to in the nationa! 
press as “sponsored TV on the 
American model...” Such a 
statement is erroneous and mis 
leading and serves no good 
purpose. In the best interests of 
what the medium sets out to do 
I would point out that any sug- 
gestion that it is, or even 
resembles, sponsored television is 
completely erroneous. 

B. CHARLES-DEAN. 

Albemarle Street, 
London, W.1. 


ATV’s midday 


programme 


Associated TeleVision Ltd. are 
to introduce on Monday, Septem- 
ber 17, a daily lunchtime pro- 
gramme from the Midlands 
station. From 12.30-1.30 p.m. 
every weekday they will screen 
“Lunch Box,” a _ record pro- 
gramme featuring Jerry Allen 
and his Trio. 

Rates will be one minute £50. 
30 seconds £35, 15 seconds £15 

There will be a 20 per cent 
development discount on the rate 
for all commercials transmitted 


between September 17 and 
December 31. 
e Ask for samples 
e and prices 
cost- _ LEWIS KNIGHT 
& COMPANY 
i? Chingford Mount Rd., 
e London, E4. 


; e LARkswood 2241/2. 
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~ $9% can afford their own houses — 


ADVERTISER'S WEEKLY 


that’s twice the national average! 


A space-buyer looking at Swindon to-day would 
see an industrial community that is more prosper- 
ous than it has ever been. 


Its inhabitants are earning more and they are 
spending more. A sign of Swindon’s prosperity is 
that 59% of all house-holders own or are buying 
their house—nearly twice the national average! 


POPULATION NEARING 100,000 
Established industries are expanding. New factories 
. are springing up. The constant immigration of 
labour will soon take the population up to 100,000. 


86°/, READ THE ADVERTISER 
In Swindon, the one Evening paper that 86% of 
all families read is the Evening Advertiser. 


Over 60°, have taken it for over ten years, and it 1s 
already favourite reading for a large proportion 
of the newcomers to Swindon. Sales for 1955 were 
up 42% on 1954. 


MORE FACTS 


An independent research organisation recently 
completed a survey of the Swindon area. It gives 
a complete picture of Swindon to-day, and shows 
how important a part of this picture the Evening 
Advertiser proves to be. A report on the Survey 
is now in course of preparation and copies will 
be circulated to all Advertising Agents very 
shortly. 


THE SWINDON 


Evening Advertiser 


(A.B8.C. 31,246) 


The only evening paper printed and published in Wiltshire 


ONE OF THE WESTMINSTER PRESS GROUP OF PROVINCIAL NEWSPAPERS 
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Britain’s fastest-growing evening 


The progress of the Evening Chronicle is one of Britain’s 
most exciting stories of newspaper development. In four 
years the sale has increased by 45,830 extra copies a day. 
The dynamic tabloid pages which are attracting new 
readers every month in Manchester offer positions where 
every advertisement must be seen by the 900,000-strong 
readership (IPA Survey) of the Evening Chronicle. 


Sepremper 7, 19 


Third-largest provincial evening 


Another milestone passed in the exhilarating growth of 
the Evening Chronicle, Manchester. The latest ABC figure 
of 295,729 makes the Evening Chronicle the third-largest 
provincial evening in Great Britain. Now more than ever 
the Evening Chronicle is an essential medium for all 
advertisers selling to the great Manchester market. 
Remember—900,000 readers every night. 


-.» - now more than ever 


you can’t cover Manchester 


without the 


Evening Chronicle 
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PRESS SPENDING HITS NEW PEAK 


Record total for April-June: 
Half-year up by 12: per cent 


T HE second quarter of this year broke all records for ex- 
penditure on press advertising, reports the latest issue of 
the “Statistical Review of Press Advertising.” Total for the 
three months April to June was £24,850,649—or £771,017 
higher than the previous best for one quarter, recorded for 


MONTH-BY-MONTH BREAKDOWN ... 


1955 1956 % 
£5,700,881 £8,114,440 +42:-30 
£8,446,266  £8,609,105 + 1-93 
£7,119,173 £8,127,104 +14-16 


£21,266,320 £24,850,649  +.16-85 


October to December 1955. 

It beat by £4,763,496, or 23.42 
per cent, the figure for the first 
quarter of this year, and was 
16.85 per cent, or £3,584,329, 
greater than the same quarter in 
1955. 

The total for the first six 
months of 1956 was £44,937,802, 
a rise of 12.5 per cent on the 
figure of £39,944,662 recorded in 
the corresponding period of 1955. 

Jesse Scott, chairman of the 
Legion Publishing Co., pub- 
lishers of Statistical Review, com- 
ments that the volume of adver- 
tising in the first quarter of 1956 
was adversely affected by the 
printing dispute which prevented 
the publication of a large number 
of periodicals. 


Losses recouped 


“Advertising revenue _ lost 
then,” he says, “was to some ex- 
tent recouped later, which no 
doubt accounts for the unusually 
large total of £8,114,440 recorded 
in April. 

“The comparison on a half- 
yearly basis gives perhaps a truer 
measure of normal growth in ex- 
penditure.” 

The total for April this year, 
£8,114,440, was 43 per cent 
greater than the April 1955 figure 

a month greatly affected by the 
national newspaper stoppage. 

The May total of £8,609,105 
was only 1.93 per cent more than 
was recorded in that month last 
year. 

The June total of £8,127,104 
was 14.16 per cent above that of 
June 1955. 

“A point of interest,” says 
Statistical Review, “is the un- 
usually narrow margin of differ- 
ence between total expenditure in 
each of the three months, whereas 
ordinarily expenditure rises 
sharply between April and May 


@ Continued overleaf 


‘TWO FREDS’ RAINED OFF— 
A ‘TOURNAMENT’ INSTEAD 


For the first time in the history of the series, no play was possible 
in this year’s “Two Freds” match in aid of NABS, owing to the 
weather. The match, the 22nd, was to have been played at Hurlingham 


on Wednesday. 


At the time the game was due to start, dark clouds hung menacingly 


over the ground, and pools of water swamped the wicket. 


No more 


than a cursory glance was needed to tell that play was impossible. 


At the lunch, however, Andrew 
Milne, chairman of the Fleet 
Street Column Club, organisers 
of the match, announced that all 
was not lost. The two teams had 
decided to have a_ series of 
tournaments table-tennis, putt- 
ing, and finishing up with a 
cricket match in the car park if 
the weather permitted, and the 
Leon Goodman Cup would be 
awarded to the winning side. 

He then congratulated John 
Sime of ADVERTISER’S WEEKLY 
“for the marvellous job of work 
that he has done selling space in 
the programme.” And he paid 
tribute to Ray Nash, secretary of 
the match committee, 

Hubert Oughton, honorary 


@ Continued in Stop Press 


Sticky wicket 


The captains and some of the 
players and “Two Freds” committee 
members inspect the rain-soaked 
wicket at Hurlingham. Left to 
right: John Bowden, Pat Auld, 
“Doc” Gibbons, Ray Nash, R. T. J. 
Wright, Col. J. W. A. Stephenson 
and J. H. Clark. 


OTHER NEWS 

HIGHLIGHTS 
@ ‘TV will hit 

other media’... P- 5 
@ Planners’ summer 
aa. eS 
@ Two new TV p. 10 
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promotes the sales of Stergene 
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@ Continued from page 3 


April-June press ads 
hit new peak 


and then declines appreciably in 
June.” 

The breakdown by media 
groups for the quarter shows a 
very large increase in the revenue 
of London morning and national 
Sunday newspapers as compared 
with last year. London evenings 
and provincial dailies registered 
small rises, and provincial and 
suburban weeklies showed a 
decline. 

Magazines showed a rise of 
6.16 per cent, while increases for 
technical and trade media were 
larger, at around 17 per cent. 

But the April to June 1955 
quarter, of course, with which 


Media Group 


London Mornings 
London Evenings 
National Sundays 
Provincial Dailies 
Provincial and Suburban Weeklies 


Total all Newspapers 
Magazines 
Technical 
frade 


total all Publications 


HIGHEST- YET 


As usual Statistical Review 
outlines the main changes that 
took place during the quarter in 
Government advertising and some 
of the leading product groups. 

Government spending amounted 
to £366,740. Although | slightly 
less than that spent in the preced- 
ing quarter the total was £148,000 
more than the figure for the 
second three months of 1955. A 
very large part of the increase 
was accounted for by British 
Railways whose total of £184,395 
was almost £100,000 up, due to 
their cessation of advertising dur- 
ing the strike in May and June 
last year. Much more was spent 
on recruiting for the Army and 
RAF and the Ministry of Labour 
total was also higher. 

Over the past few years the 
total volume of advertising of 
proprietary medicinal products 
has increased to a_ relatively 
smaller extent than that of other 
products. But the quarter 
showed a considerably greater in- 
crease. The largest growth in ex- 
penditure was shown by laxatives 
for which a total of £204,720 was 
recorded, compared with £109,786 
spent in the previous three 
months and £158,588 a year ago. 
Largest spender in this field. 
Andrews Liver Salts, contributed 
£55,753 to the total, some £13,000 
more than a year ago. 

Heavy toilet soap campaigns 
raised the quarter's total to 
£359,027, compared with 
£221,724 a year ago and £203,372 
in January to March. Lux 
retained the lead with £46,372 
among the individual brands, but 
most of the other leading 
brands inereased their expenditure, 


the above comparisons were 
made, was affected by the print 
dispute and the railway strike. 

A further table in Statistical 
Review gives a breakdown show 
ing the respective share of each 
media gfoup in the new money 
amounting to almost £5 million 
spent on press space in the first 
half of this year (see below). 

“The figures serve to emphasise 
the big growth in the revenue of 
the London morning and national 
Sunday newspapers which, be- 
tween them, took 92.12 per cent 
of the additional expenditure,” 
says an explanatory note. 


Increase % of 
1956 Total 

over 1955 Increase 

£3,227,829 64-64 
234,449 4-69 

1,372,160 27-48 

149,226 2-99 
157,154 3-14 

4,826,510 96°66 
94,898 1-90 
39.947 0-80 
31,785 0-64 


£4,993,140 100-00 


William 
Macdonald & Sons (Biscuits) Lid., 
conference in London, said that a new advertising campaign now being 
launched was the best his company had had during the \2 years their 


Macdonald, 


advertising had been handled by Colman, Prentis & Varley Lid 
immediate right of Mr. Macdonald is D 


chairman and managing director of 
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William 
speaking at his company’s sales 


On the 
Armstrong, director of CPV, 


and next to him, R. Bremner, director-secretary of William Macdonald 


& Sons. 


Going to the dogs 


Space in the current Meet cam- 
paign is being devoted to collect- 
ing money for the Guide Dogs 
for the Blind Association. A 
penny is being donated by Meet 
Ltd. for every economy size label 
or for every two handy-size labels 
returned by buyers. So far the 
campaign is reported to be doing 
well. Agents are Masius & Fer 
gusson Ltd, 


BY CANNED MILK BRANDS 


Fields’ spending £38,948 on their 
lines, French Moss and French 
Pink. 

An “outstanding growth” was 
recorded in the shampoo and 
wave set field, the quarter's total 
of £330,970 nearly doubling the 
first quarter of 1956's £181,727 
and greatly exceeding the 
£242,081 a year ago. White Rain 
was the leading spender with 
£41,465 

Another large increase was 
shown in the field of tooth paste. 
The 1955 quarter’s total of 
£240,934 and the January to 
March figure of £217,497 were 
increased to £352,556. Gleem 
lead the individual figures with 
£57,544, with Sky close behind 
with £55,081. 

Most of the large advertisers 
in the paint field stepped up their 
appropriations, enabling the 
quarter's total of £429,513 to 
show a £65,300 rise in the corre- 
sponding 1955 figure. 

The advertising of canned milk 
and cream continued to expand 
and the quarter’s figure of 
£208,106 was a record for the 
product group. In the compar 
able three months a year ago ex- 
penditure came to £185,703. Lead 
ing advertiser was Carnation 
Milk with £58,120. Leading 
— , Spender was Nestlé with 
£41,9 

~ag 1955 increase in cigarette 
appropriations continued into 
1956. During the quarter expen- 
diture totalled £416,020, a rise of 
£117,500 on the preceding quarter 
and some £93,000 more than was 
recorded in the comparable 
period last year. 

Appropriations for the majority 


of the leading brands were 
much larger than a year ago, but 
none ousted Player’s Medium 
Cut which retained the leadership 
with a quarter’s total of £61,598. 
A newcomer was Churchman’s 
Time, introduced in May and 
supported by a press campaign 
costing £29,074 in two months. 

The quarter's total for motor 
cars was £633,997, compared 
with £419,900 last year. The 
figure was only a little less than 
that of the closing quarter last 
year when advertising was at a 
peak owing to the Motor Show. 

Austin, who spent £111,384, 
displaced Ford as _ leading 
spender, the latter taking second 
Dlace with £89,626, 


(Details of the advertising campaign—see page 46.) 


President at 
IPA conference 


Among those who have already 
accepted invitations to take part 
in a one-day conference for mem 
bers and associate members of 
the Institute of Practitioners in 
Advertising admitted to member 
ship since the first national con 
ference in October, 1954, are the 
president, Lt. Col. Alan M. Wil 
kinson, Hugh T. Appleton, D. A 
Bain, R. A. Bevan, Ashley Havin 
den, W. A. Messenger. Hubert A 
Oughton and Sinclair Wood. 

The conference will be held « 
44 Belgrave Square, S.W.1, on 
November 16. It is intended to 
inform new members of the 
nature of the Institute’s work and 
of its interest in the problems of 
specialists. It will be followed by 
a dinner at the Waldorf Hotel. 
Aldwych, W.C.2. 


Export advertising 

An article in last week's issue 
of the Board of Trade Journal, 
called ““How to Get the Best Re 
sults from Export Advertising” 
was contributed by Henry 
Deschampsneufs, of F. C. Prit 
chard, Wood & Partners Ltd. 


WHERE THE MONEY WENT: The Quarter— 


London Mornings 

London Evenings 

National Sundays 

Provincial Dailies 

Provincial and Suburban Weeklies 
Magazines 

Technical 

Trade 


lotal 


—and the Half-Year 


London Mornings 

London Evenings 

National Sundays 

Provincial Dailies 

Provincial and Suburban Weeklies 
Magazines : 

Technical 

Trade 


lotal 


2nd atr., 2nd atr., Rise or 
1955 1956 Fall ‘ 
£5,191,208 £7,144,805 37-63 
1,426,917 1,463,462 2-56 
1,954,563 2,741,127 40-24 
3,233,231 3,459,703 7-31 
1,121,751 1,044,823 6°86 
7,008 806 7,440,851 6°16 
668,758 783,145 t 17-10 
661,086 772,733 1 16°89 
£21,266,320  £24,850.649 16°85 
Jan.-June, Jan.-June, Rise or 
1955 1956 Fall * 
£9,685,767 £12,913.596 } 33-32 
2,598,048 2,832,497 9-02 
3,822,140 5,194,300 35-90 
6,213,436 6,362,662 + 2-40 
2,154,998 1,997,844 7-29 
12,948,643 13,043.54] |. 0-73 
1,232,466 1,272,413 + 3-24 
1,289,164 1,320,949 + 2-46 
£39,944,662 £44,937,802 + 12-50 
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COMMERCIAL TELEVISION WILL HIT— 


(1) Provineials, films, posters: 


(2) National papers, magazines 
‘ADVERTISERS AND AGENTS HAVE MUCH 
TO LEARN’—BRIAN MacCABE 


Commercial television is “ certain to hit the revenue of other 
media” Brian MacCabe believes. 


The new front cover 
Wider scope for 
lliffe journal 


Wireless Engineer, the 33-year- 
old Associated Iliffe ~— Press 
monthly, is to increase its scope 
to cover the whole field of design, 
production, and application of 
clectronics in industry. 

In line with this change of 
policy the title, from the issue of 
January. 1957, will become Elec- 
rronic & Radio Engineer. The 
revised journal will have a new 
ind modernised cover, an in- 
creased page size of 114 inches by 

with a 10 in. by 7 in. type 

and an increase of 40 per 
in the editorial content. 
will remain the same 


Advisory board 

Eminent physicists, engineers, 
ind an editorial staff of experts, 
together with an advisory board 
comprising members of Univer- 
sities, the National Physical 
Laboratory, BBC and GPO, will 
handle the editorial. 

Guaranteed world circulation 
vf Electronic & Radio Engineer 
will be 7,000. Rates will be: 
whole page £32 to £38, according 


to series, 


PAPER’S 150th 


J. Curtis Wilson, editor of the 
Brighton and Hove Herald. was 
interviewed on television in the 
BBC’s “In Town Tonight” pro- 
gramme on Saturday to mark his 
paper's 150th anniversary. 

He said that classified adver- 
tisements played a very impor- 
tant part In a provincial paper 
such as his, for it was regarded 
as a market place. 

He thought his was among the 


In an article, “ITV 


the first year.” in this month's issue of 


The Director, journal of the Institute of Directors, he says 
that television is already in a “strong competitive position” 
against other advertising media. 


Mr. MacCabe, who is chairman 
of Foote, Cone & Belding Ltd., 
contends that the position in this 
country is not comparable with 
that in the USA. 

“In America,” he writes, “the 
advent of television has not 
caused any loss of revenue to any 
other media, except radio. 

“In fact the advertising 
revenues in newspapers, maga- 
zines and billposting have all 
substantially increased. But in 
America, with their ever-expand- 
ing economy, overall advertising 
budgets have increased tremen- 
dously during this period. It 
seems highly improbable that 
there will be the same percentage 
increase in this country. 

‘No expansion’ 

“The only real long-term justi- 
fication for increased advertising 
budgets is increased sales. Tele- 
vision may have achieved this for 
certain products, but it is doubt- 
ful whether our economy can 
expand sufficiently to absorb the 
increased sales necessary, in turn, 
to absorb the expenditure on tele 
Vision. 

“If this is so, then the money 
that goes into television must 
come from somewhere else. 

“As television is at present 
only regional, the money is likely 
to come first from the provincial 
newspapers and regional cinema 
and poster campaigns. 

“But as the network of tele- 
vision transmitters expands, the 
purchase of ITV_ sets increases, 
and one is able to reach a higher 
percentage of the total popula- 
tion than the 17 per cent esti- 
mated for the end of 1956, then 
the national newspapers and 
magazines must, I __ believe, 
inevitably suffer too. 


ANNIVERSARY 


12 oldest papers in the country. 

The provincial press, he said, 
would always have a future. Not 
only did it tell people what was 
going on in their street but in the 
street behind and the town next 
door. People would always be 
interested in such local news. 

Mr. Curtis Wilson, who is 
blind, said he did not find it too 
difficult editing a paper with this 
handicap. 


“There is, of course, much for 
the advertiser and the agency still 
to learn. 

“While years of experience 
have taught us how best to use 
the press, posters, cinema, radio, 
and direct mail, so we must now 
study, analyse and assess which 
creative techniques are most effec- 
tive for certain products on tele- 
vision; the most economical 
budgets for different marketing 
conditions; frequency versus 
length of commercial; the ideal 
percentage for a television appro 
priation of a given total budget. 

“It is a cramming course; but 
it must be so. Television hasn't 
developed slowly like other ad 
vertising media; it has hit us like 
a whirlwind—and there is no sign 
of it ever blowing itself out.” 


New Goodman 
display piece 


A new shop and store display, 
the Posterpack, has been pro- 
duced by Leon Goodman Dis 
plays Ltd. Basically it consists 
of a display panel which fixes on 
top of a tube. The whole display 
is made up of four pieces plus 
the tube—which when = dis- 
mantled contains the panel 
and stands 5 ft. 11 in. when 
erected. 

Although the Posterpack has 
only just started to be produced. 
Leon Goodman Displays have 
already received “substantial 
orders.” 


ADVERTISER'S WEEKLY 


Proof of the large crowds that have 
heen attending Hulton Press Ltd.'s 
Boys and Girls Exhibition at 
Olympia is given in the pictures 
above and below. 

At noon last Saturday a _ special 
prize was presented by ballerina 
Svetlana Beriosova to nine-years- 
old Gillian Delahunty, of Wood- 
ford Green, Essex, the show's 
100,000th _ visitor. From the 
Hamley Stand she received a 
Lines Bros. doll almost as big 
as herself (above). 

Looking on is the Rev. Marcus 
Morris, editor of the four Hulton 
comics. 

A Burmese boy of eight was the 
100,001st visitor and he received 
a model aircraft set. 

The show will end tomorrow 
(Saturday). During the show 
record attendances have been 
made—the total figure up to last 
Monday was 130,000—and at times 
dense queues half a mile long 
have extended round Olympia. 

Exhibitors have expressed their 
satisfaction at the success of the 
show. 


New member of ‘Kentish Times’ group 

The 
shortly to join the Kentish Times 
series of newspapers, bringing the 


Beckenham Journal is 


group total to nine. Negotiations 
are still going on and = are 
expected to be completed by the 
end of this month. 


There will be no changes in the 
staff though the form of the 
paper may be changed when it 
has been fully absorbed into the 
new group in six or nine months’ 
time. 


Nett sale of the 
Kentish Times series has risen 
during the past year to over 
89,000 and it is hoped that the 
acquisition of the Journal will 
raise this to over 100,000, says 


weekly 


chairman and managing director 
E. R. Bassett. 

Last Friday the Kentish Times 
celebrated its 75th anniversary. 
Founded in 1881 as the Sidcup 
and Chislehurst Times it has since 
absorbed a number of other local 
newspapers. Proprietors are the 
Bassett family, who have had the 
controlling interest for three 
generations. 


TV’s winter prospects 
Howard Thomas, managing 
director of ABC Television Ltd., 
forecast in Manchester last week 
that week-end commercial TV 
will “break even” financially in 
many weeks during the winter. 
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ADVERTISER'S WEEKLY 


Negotiation ‘the only 


outdoor 


LOCAL PLANNERS CRITICISE MINISTER | 
NOT GIVING 


FOR 


‘clutter’ 


‘OFFICIAL LEAD’ 


H. G. Ellinger, chairman of the Parliamentary committee 
of the Outdoor Advertising Industry Advisory Committee, 
speaking at the Summer School of the Town Planning Insti- 
tute at Nottingham University last week, said that the outdoor 
advertising industry was prepared to take a leading part, with 
the Minister of Housing and Local Government and local 
authorities, in evolving some method of dealing with the 
problem of “clutter,” by education and negotiation. There 
was no other way of dealing with this problem, commented 


Mr. Ellinger. 

The Minister, in his recent 
memorandum on the Control of 
Advertisement Regulations, had 
revealed his anxiety to reduce 
the amount of the “clutter”—his 
own word—on the outsides of 
shops, cafes and garages. 

One of the problems in rela- 
tion to the control of advertising, 
said Mr. Ellinger, had been the 
sheer volume of it, but only quite 
a small proportion of advertise- 
ments ever became the subject 
of application. 

The remainder were displayed 
by deemed consent within the 
“specified classes” which allowed 
the advertising of goods sold on 
the premises. 

Any idea of narrowing the 
range of the specified classes by 
some form of limitation would 
increase the number of applica- 
tions and increase the burden of 
administration by local planning 
authorities, 

To reduce the number of 
“deemed consents” would in- 
crease the applications for 
express consents. 

One planning officer in the 

audience advocated a policy of 
no advertising in _ residential 
areas, or on gable-ends, and 
argued that the “loopholes” in 
the specified classes should be 
closed. He instanced the case of 
a Tide advertisement being dis- 
played on a wet-fish shop. Such 
matters as these, he said, were 
upsetting the planning authori- 
ties. 
_ Mr. Ellinger replied that the 
industry could not agree to any 
sort of “blanket” prohibition. In 
many residential areas there were 
shops and garages and their pro- 
prietors were surely entitled to 
advertise the goods or services 
they provided. 

So far as gable-end advertising 
was concerned, there was a great 
deal to justify it, but he quite 
agreed that the advertisements 
should be properly arranged and 


Fabric show 


An exhibition of fabrics from 
overseas, including France, Italy 
and the USA, will open at the 
Colour, Design and Style Centre 
of.the Cotton Board in York 
Street, Manchester, on Tuesday. 


should be in proportion to the 
wall. 

The position with regard to 
advertising on shops was similar. 
The solution to the problem was 
to be found in the better position- 
ing of the advertisements and this 
could only be achieved by educat- 
ing the shopkeepers on how to 
arrange the advertisements, and 
by negotiation. 

If the problem were handled 
sympathetically, with an under- 
standing of the needs of industry, 
and of the retailers, in relation to 
the legitimate demands _ of 
amenity, it could be solved. 

Some planning officers in the 
audience attacked the Minister 
for not giving a “lead” in his 
appeal decisions. One planning 
official contended that no one 
could say with a reasonable 
degree of confidence what line 
the Minister would take in an 
appeal. 

Mr. Ellinger commented that it 
was clear that the Ministry had 
not given any adequate technical 
consideration to the whole prob- 
lem of outdoor advertising. 

‘Few applications’ 

J. Adams, of Kent, said that in 
his view the Minister had given 
a direct lead. Nowadays there 
were very few applications for 
displays in the countryside and 
they were easily disposed of. 

A speaker from the Peak dis- 
trict argued that the Minister 
would support any local authority 
which took positive action. They 
had challenged 76 separate ad- 
vertisements and the Minister 
had upheld them in every case. 

Another speaker said that 
schemes prepared by the planning 
authority, and agreed with the 
industry, offered the positive way 
of dealing with outdoor adver- 
tising. As a result they had very 
few appeals in their area. 

Mr. Ellinger added that in 
Hertfordshire such agreements 
had worked most satisfactorily, 
both from the amenity point of 
view and from the industry’s 
point of view. 

Another speaker pressed the 
industry to produce “standards.” 

Mr. Ellinger addressed two 
other groups of planning officers 
and G. S. Campbell, another 
member of OAIAC, also ad- 
dressed two groups. 
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During the 1986 Radio Show the “Manchester Guardian” and “Evening 


News’ ran a window display in Manchester showing the extent to which 

plastics have contributed to the radio, television and electronic industries. 

The display, which was staged by Bakelite Ltd., consisted of components 

made from plastics moulding compounds and laminates, including copper- 
clad materials for printed circuits. 


New company to publish three 


trade papers 


\odertt 
Noman 


The October issue of “Modern 

Woman’ will have 148 pages and 

will contain 83 pages of advertise- 

ments. Both are record figures for 
the journal. 


TV rate change 

As ABC. Television Ltd.'s 
autumn and winter programmes 
on Saturdays will not start before 
4 p.m.—from next Saturday—the 
4 p.m. to 4.15 p.m. period will be 
rated as “G” time, at £40 a 
minute, instead of “F” time at 
£90 a minute. “F” time will start 
at 4.15 p.m. 


Golf calendar 


The 1957 Calendar for Golf 
Addicts, issued by Country Life 
Ltd., contains 24 humorous 
golfing drawings—two for every 
month—by George Houghton. 
The cover illustration shows a 
golfer standing on a_ billiard 
table and potting his shot. 


in December 


A new company, Musson 
Trade Press Ltd., announced this 
week details of three new trade 
papers which are to be launched 
on December 1. 

M. R. Musson, managing 
director of the firm, which is an 
associate company of Musson 
Publications Ltd., publishers of 
The Dog, said that on his sche 
dule for publication within the 
next six months were six new 
trade monthlies—all of which will! 
be crown quarto in format and 
printed on imitation art. 

Of this six, the first three are 
due out in December. They 
are Rainwear, Domestic Heating, 
and Woolshop and Baby Linen 
Stores. 


£50 a page 


Rainwear will be devoted 
exclusively to the rainwear and 
waterproof clothing industry. 
Advertisement rate will be £50 
It will be directed at buyers in 
specialist rainwear shops and 
departmental stores 

Of the initial print order of 
12,000 copies 25 per cent will be 
reserved for overseas buyers in 
the Commonwealth, Europe and 
the Americas. Rate cards and 
specimen cover folders are now 
being printed. 

Domestic Heating will cover 
the field that its title implies, sub- 
divided into four sections: gas, 
electricity, solid fuel and liquid 
fuel. 

Advertisement rate will be £40. 

Woolshop and Baby Linen 
Stores will give news on fingering 
yarns, accessories and baby wear, 
and will cover the specialist 
shops in these spheres. Initial 
print order will be 8,000 copies. 
Ad rate will also be £40 a page. 
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More help for exam students 
from the AA 


‘EXPANDED SERVICES—FREE OF CHARGE’ 

Some 1,200 registered students of the Advertising Associa- 
tion are to benefit under the new plans announced this week 
by the AA’s education committee. Said William Thielé, who 
presided at a special press conference on behalf of J. L. 
\ errinder, chairman of the education committee: “The Adver- 
tising Association is now providing expanded services to its 
registered students which will be offered without charge to 


them,” 

Most important aspect of these 
new developments is the free dis- 
tribution of a special news-sheet 
to be called the Students’ Bulletin. 

This will be sent to all regis- 
tered students every month from 
September to May and will con- 
tain articles on the syllabuses of 
study for the examinations of the 
AA and the joint board with the 
Institute of Practitioners in 
Advertising, as well as keeping 
students in touch with the work 
of the Association. é 

The first four-page bulletin, 
dated September, has now been 
despatched. In it students will 
read of the new facilities for 
study available at the Harrison 
Library at Bell Yard, which is 
now open to them from Monday 
to Friday, 10 a.m. to 5 p.m. 


Book service 


There, they will be able to read 
current periodicals, consult refer- 
ence volumes, and borrow books 
which will be of value to them in 
studying for examinations. 

For provincial students a 
special borrow-by-post book ser- 
vice is to be started. 

Bulletin No. 1 gives full details 
of the examinations for 1957, 
held from May 13 to May 18, 
and a complete list of the schools 
and colleges throughout the 
country which are running 
courses in advertising. It also 
informs students of the expanded 
Students’ Advisory Service. 

In announcing these develop- 
ments, Mr Thielé said that the 
Students’ Circle, sponsored by the 
Society of Diploma Members of 


IPA courses 


In addition to the residential 
course at St. Peter’s Hall, Oxford, 
from September 21 to 23, the 
following courses are to be held 
during the coming year at the In- 
stitute of Practitioners in Adver- 
tising. Courses for students of in- 
termediate examinations—Nov- 
ember 10 and 11 and January 19 
ind 20. Courses for students of 
final examinations—March 2 and 

In addition, a series of lectures 
for students of the membership 
and associate membership final 
examinations is to be held during 
the coming winter at the Institute 
on Wednesday evenings, com- 
mencing October 10. 


the Association, is being absorbed 
into the activities of the Associa- 
tion’s education department. And 
he paid tribute to those most 
actively concerned with the work 
of the Students’ Circle in the past. 


He expressed the hope that this 
would be a record year for 
student registrations, and he re- 
vealed that during the year the 
pressure upon the Central 
London Colleges providing 
courses of tuition had been so 
great that classes had to be dupli- 
cated and triplicated in many 
cases. 


@ Continued on page 43 


This year, for the first time, the 
European Fair, Strasbourg, is beim 

advertised by posters on Britis 

Railways’ stations. The posters are 
four-colour quad crown posters, and 
are now on all London termini and 
also on all the stations of Man- 
chester, Leeds, Liverpool, Derby, 
Swansea, Bristol, Leicester, Notting- 
ham, Newcastle, Southport, Brad- 
ford, Hull, Sheffield, Cardiff, Glas- 

gow and Edinburgh. 


Polytechnic lecturers for PR 
examination course named 


Lecturers for the public rela- 
tions course arranged by the 
Institute of Public Relations in 
co-operation with the Regent 
Street Polytechnic have been 
anno 

Beginning on September 27, 
the course of preparation for the 
Institute's intermediate examina- 
tion to be held in July next year 
covers 68 sessions in two 14-hour 
periods a week, in terms from 
September 27 to December 13; 
January 10 to April 11; and May 
2 to June 27. 

Held in the  Polytechnic’s 
Balderton Street building, the 
five-guinea course will make pro- 
vision for 36 students. Many 
inquiries have already been 
received by the Institute. 

Subjects and lecturers are as 
follows: 

Principles and Practice of 
Public Relations (16 periods): 
Trevor S. Powell (formerly head 
of public relations, Shell Group 
of Companies). 

Printed Material (11 periods): 
principles (five periods), Cecil 
Barnett (British Insulated Cal- 
lenders Cables Ltd.); uses of 
printed material (six periods), 
N. H. Blundell (print and pub- 
licity manager, Federation of 
British Industries). 

Advertising (six periods): T. H. 
Traverse-Healy (director, F. C. 
Pritchard, Wood & Partners Ltd.). 

Press Relations (13 periods): 
H. W. Bawden (information 
officer, Federation of British 
Industries). 

Opinion Research (six periods): 
A. G. Lewis (Research Services). 


Visual Aids (15 periods): exhi 
bitions and displays (seven 
periods), James Holland (Erwin 
Wasey & Co., Ltd.); films (eight 
periods), K. Lockhart Smith (joint 
managing director, the Film Pro- 
ducers’ Guild Ltd.). 

In charge of the course for the 
Polytechnic is F. A. Heller, head 
of the department of management 
studies. R. A. Paget-Cooke, 
is in charge of the course for the 
Institute. 


Films, discussions 


The programme committee and 
the education committee of the 
Institute of Public Relations have 
arranged a series of lectures dur- 
ing the autumn and the winter, 
based on the six subjects included 
in the syllabus for the inter- 
mediate examination in public 
relations. 

For the first of these new study 
sessions on Tuesday, September 
25, at 6.30 p.m., at Management 


Conference date 


The 1957 annual week-end 
conference of the Institute of 
Public Relations will be held at 
the Grand Hotel, Brighton, from 
May 17 to 19. 


House, Hil! Street, W.1, the 
speaker will be Lex Hornsby, on 
“Principles and Practice of Public 
Relations.” Mr. Hornsby is 
immediate past president of the 
Institute and director of public 
relations at the Ministry of 
Labour and National Service. 
Chairman will be William 
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‘We must not 
encourage 
isolationism’ 


—Leon Goodman 


Leon Goodman, managing 
director of Leon Goodman Dis 
plays Ltd. and director of Leon 
Goodman Displays of Italy Ltd., 
is now making a second business 
tour of Italy. 

During his stay he will attend 
the annual meeting of the Inter- 
national Federation of Advertis- 
ing Clubs, which is being held in 
Turin on September 9 to 11. 


Unofficial visit 


Before leaving Mr. Goodman 
told ADVERTISER'S WEEKLY: 

“Il would like to make it clear 
that I am not officially represent- 
ing Britain at the convention. In 
fact, Britain is not sending any- 
body. This, to my mind, is a great 
pity. 

“I am afraid we are becoming 
far too Insular in British advertis- 
ing. Italian advertising men, I am 
sure, would gladly accept the 
assistance and advice of their 
British opposite numbers. 

“They are suffering under 
many handicaps which we, for- 
tunately, do not share. They have 
the skill and the will. We have 
the know-how and it would be in 
keeping with the traditional 
British spirit of helpfulness if we 
offered to contribute some of it. 

“During my visit a few weeks 
ago I was received most hospit- 
ably by such well-known people 
as Dr. Zari, of the Palmolive 
group, Dr. Castellani of Pirelli 
and Professor dal Verme, who 
runs the School of Advertising in 
Turin. I am certain they would 
have been delighted to see a 
British delegation. Advertising is 
the last profession which should 
encourage isolationism.” 


in new programme 


Simpson, of BEA. 

Pearl and Dean (Productions) 
Ltd. have arranged two special 
shows of documentary films as 
part of the Institute’s programme. 

The first of these will be held 
at 6 p.m. on Thursday, Septem- 
ber 27, in the Pearl and Dean 
cinema. Byron Lloyd, managing 
director, will be present at the 
show, when questions will be 
answered and a discussion held. 

Extra meetings in 1956-57 
are two discussion meetings 
scheduled for October and 
March, and a debate to be held 
on October 2. All three will be 
held at Management House, Hill 
Street. 

On Tuesday, October 2, a de- 
bate on the following motion will 
be held: “That this House con- 
siders public relations to be an 
advisory service, rather than an 
executive function of manage- 
ment.” Chairman will be R. A. 
Paget-Cooke, and the meeting 
= be restricted to members 
only. 
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F. Monkman 
Changes 
the 


among 
media men 


at CPV 


“Continued expansion” of Col- 
man, Prentis and Varley Ltd. has 
resulted in a reorganisation of the 
media department. Frank Monk- 
man has been appointed media 
controller responsible for the buy- 
ing of all media—press, posters, 
cinema, television, radio, etc. J. 
Enright has been appointed space 
buyer (press advertising) and will 
act as deputy to Mr. Monkman in 


the administration of the media 
department. D. Stevenson has been 
appointed time buyer (TV, films 
and radio). 

From January | A. H. King, 
space buyer for outdoor adver- 


sing, will become consultant to 
the media department on outdoor 
advertising 

Drummond Armstrong continues 
as director responsible to the board 
for all forms of media. 

* * * 

A. H. Brewster has relinquished 
his position as managing director of 
the Wireless Press Ltd., a subsidiary 
of Associated Hliffe Press Ltd. He 
remains on the board of that com- 


pany as executive director, Kenneth 
Tett, assistant managing director. 
has been appointed managing 


director 


Back from Canada 


bk. J. Gutteridge has recently re- 
turned from Canada where he 
spent two and a half years with the 
J. Walter Thompson Co. and six 
months as assistant to the adver- 
tising manager of Charles E. Frosst 
(pharmaceutical manufacturers). 
Mr. Gutteridge has now joined the 


Wayne V. Myers Co. Lid... manu- 
facturers of Redex, as assistant 
publicity manager 

* - o 


Derek Whitehead has joined ABC 
Television Lid. as promotion man- 
ager He has worked for the last 
three years in the research and pro- 
mouon department of Kemsley 
Newspapers Ltd., and was, for a 
time before that. with the Adver- 
tising Association 

* * * 

R. M. Baddeley, 
advertising 
Ltd. since 
assumed 


who has been 
manager of Vitamins 
June, 1949, has now also 


responsibilities of market- 


J. Enright 


Kenneth 


a 


Tett B. Watkins 


ing manager in the pharmaceutical 
side of the company’s business. Mr 
Baddeley is also a _ director of 
Vitamealo (Sales) Lid.. who market 
their agricultural products. 

* 


* * 
Barry D. Watkins has been made 
a junior partner of Wadham Artists 
He joined the firm seven years ago 
as a photographer, became studio 
manager, and was then appointed a 
representative. 


* * * 

Hilary Mackendrick, who has 
been producing advertising filmlets 
for TV Advertising Ltd., has left for 
the USA this week where she will 
join her husband, Alexander Mac- 
kendrick, in Hollywood. Mrs. Mac- 
kendrick will represent Halas and 
Batchelor at the forthcoming Film 


Festival in Hollywood. 
* * 
A new member of the typo- 
graphic unit of John Hobson & 


Partners Ltd. is Brian King. He 

was previously with Erwin Wasey 

& Co. Ltd. and S. H. Benson Ltd. 
” * 


Gordon Parsons (left), 
E. Allen Cooper Ltd., and G. 
mond, accountant, left London Air- 


director of 
Ham- 
port on Wednesday of last week 
for a_ five-day round trip to 
Amsterdam, Zurich, Innsbruck and 
Paris where they visited local agents 
and introduced some of their clients’ 
products to sales representatives. 


New secretary at 


\llardyce Palmer 


Harry Pope has been appointed 
secretary of Allardyce Palmer Ltd., 
in succession to C. A. Halson, who 


is now director in charge of the 
company’s West End office. Mr. 
Pope has been with Allardyce 


Palmer since 1946 and has acted as 
assistant secretary for the latter part 
of this time. 

* * * 

A. W. Burnett, advertisement 
director of Amalgamated Press Ltd.., 
has announced that Malcolm Stil- 
well, who until recently was adver- 
lisement manager for the British 
section of Esquire magazine, has 
joined the Antalgamated Press as an 
advertisement representative. 

* * 

H. John Hewson, director of 
Armstrong-Warden Ltd.. and chair- 
man of the Publicity Club of Lon- 
don’s public speaking section 
addressed the Woolwich Round 
Table on Tuesday on “The Use and 
Abuse of Advertising.” Last week at 
the Cora Hotel. E. Ward Burton, 
another A-W director, spoke to the 
Rotary Club of St. Pancras on 
“Does It Pay to Advertise?” 

* 
managing 
Advertising 


Kenneth M. Palmer, 
director of Marklin 
Lid.. Singapore and Hong Kong. 
will be in London from Monday 
for eleven days, to contact his 


company’s various associates and 
friends in this country. Chalcroft 
Lid. are the London office and 


United Kingdom representatives of 


Marklin Advertising Ltd. 
* * * 
Bruce Croucher, manager and 


chief space-buyer for Erwin Wasey 
& Co. Lid. since the war, has had 
an operation and is reported to be 


making good progress. He will 
leave hospital this week and will 
return to work after two or three 


weeks’ convalescence at home. 

* * * 

A daughter. Belinda Ann, has 
been born to the wife of account 
executive Ron Watts, of Stuart 
Advertising Agency Ltd. 


Harry Pope 


SepteMBeR 7, 1956 


Ted Goldsmith 


Joining Potts 


Ted Goldsmith has joined 
Richard Potts and Partners Ltd. as 
media manager with particular 
emphasis on film and_ television 
bookings. He was originally with 
Colman, Prentis and Varley Lid 


OBITUARY 
W. A. Henbest 


William A. Henbest, the founder 
of Bournemouth’s first advertising 
agency, Henbest Publicity Service 
Ltd.. in 1929, died last week, aged 
76. He was chairman and managing 
director of the firm 

During the second world war Mr 
Henbest was publicity secretary for 
Bournemouth National Savings 
Committee and played an important 
part in organising Savings Weeks 
in the town. 

He leaves a 
daughter 

The new managing 
Henbest Publicity ts 
Borman who joined the firm in 
1935 as Mr. Henbest’s personal 
assistant. and who was appointed to 
the board in 1948 


widow and onc 
director ol 
Colin D 


L. P. Harrison 


Leslic P. Harrison, organiser of 
the book-of-the-month department of 
Associated Newspapers Ltd., died in 
hospital last weck He was 52 
Mr. Harrison joined the Daily Mail 
advertisement department in 1936 
After the war he was responsible 
for book features and supplements 
in the Continental Daily Mail and 
subsequently was appointed book- 
of-the-month organiser 


The funeral took place on 
Morday of this week at Sutton, 
Southend-on-Sea. In addition to 
members of his family, four repre- 


sentatives of Associated Newspapers 
attended. 


Latest wills 


Joun Eri 


Davis ot Wembley 
Middlesex, 


manager of the information 


and publicity division of the Marconi 
International Marir Communication 
Co.,. left £23,689 Ox d gross 
£23,570 3s. 3d. net value. (Duty paid 
£3,445.) 

Wiittam Grorce TisinG, of Whyte 
leafe, Surrey, printer and publisher, left 
£87,069 2s gross, £76,889 18s. 7d 


net value. (Duty paid £30,403.) 

Harotp JoHn Garrisn, of Sutton 
Surrey, for 36 years a director of the 
Amalgamated Press Ltd., left 
£19,381 1Ss. gross £19,322 18s. net 
value. (Duty paid £2,260.) 


| "AND PROVINCES 


PRINCIPAL BRANCHES 


PROPRIETORS .- 


BORO 


ODHAMS PRESS LTD. 


MANCHESTER 


112 HIGH HOLBORN W.C.1. 


BIRMINGHAM 


LEEDS 


WATFORD 


SOUTH COAST 
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BRITISH POSTER ADVERTISING ASSOCIATION - LONDON POSTER ADVERTISING ASSOCIATION LTD. 
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TWO SURVEYS OF TV’S EFFECTS 


‘Not enough support for 
TV ads’ say retailers 


“Nearly one in every two retailers is not satisfied that advertisers are 
backing up their television commercials by prior notice of the cam- 
paign, by pre-stocking, and by point-of-sale promotion.” 

This warning is given in a report issued this week by Associated 
TeleVision Ltd. called A Study of Retailers’ Attitudes and Reactions 


to Advertising Media. 

The result of a postal survey of 
872 retailers in the London area, 
which quizzed tobacconists and 
confectioners, chemists, hardware 
stores and grocers by means of a 
nine-part questionnaire, the re- 
port shows that retailers noticed 
national press advertisements for 
the products they sell, more than 
those appearing in any other 
medium— including television. 

But, says the report, the 
medium which aroused most cus- 
tomer comment, influenced re- 
tailers to stock and show new 
lines, give special displays, and 
which had the greatest ability to 
sell their goods was, in all cases, 
television. 

And the retailers plumped for 
television advertising as being 
their first choice if they were 
asked to advise a manufacturer 
on the medium he should use for 
a national campaign. 

They were, however, sharply 
divided on the question of 
whether manufacturers who used 
commercial TV were giving suffi- 
cient attention to notifying re- 
tailers beforehand, supplying 
them with adequate display 
material, and seeing that they had 
sufficient stocks before commenc- 
ing television advertising. 


About half of the retailers 
thought that more should be 
done in the matter of prior 


notice of TV advertising, tie-in 
point-of-sale promotions and pre- 
stocking. 


Nielsen measures 


A. C. Nielsen Co., Ltd. have 
published their first report on the 
Greater London Area dealing with 
Sales Effectiveness of Commer- 
cial Television Advertising. 

It shows that, on average, 
brands using television advertis- 
ing enjoyed more favourable 
sales trends than the competing 
brands which did not use tele- 
vision advertising; and that 
brands using the greatest quanti- 
ties of television advertising 
enjoyed the greatest competitive 
sales gains. 

The products listed in the sur- 
vey cover a very wide range— 
from baked beans to wax 


polishes; from one of the smallest 
television advertisers, 


Imperial 


73 films entered 


A total of 73 British television 
films have been entered by pro- 
ducers and advertising agencies 
for the Cannes International 
Advertising Film Festival, which 
opens on Saturday, ahaa 15. 


Yurka Galitzine 


. New ABC members 


New publication members of 
the Audit Board of Circulations 
are Gramophone Record Review, 
Guiana Daily Graphic, Guiana 


Sunday Graphic, and Jazz 
Monthly. The Austin Magazine 
and the Western People have 


resigned from membership. The 
British Guiana newspapers are 
the first overseas publications 
accepted to membership. 


TV’s effectiveness 


Leather (£200) to one of the 
largest, Omo (£62,958). 

Charts show that there was 
greatest sales movement, both up 
and down, in the brands which 
did not use television advertising 
—22 products gaining a bigger 
share of the market, and 27 a 
lesser share. 

Of the brands which used tele- 
Vision advertising, spending less 
than £10,000 up to March, 1956, 
some 14 gained a bigger share 
of the market, and 13 a lesser 
share. 

Of the brands which spent 
more than £10,000 there were 13 
with a more favourable sales 
index and only seven which had 
recorded a drop. 


The Osram bulb, as “ 
lights the chandelier—a shot from 
the third in a series of four 15- 
second TV commercials presented at 
a W. S. Crawford Ltd. press show 
last Friday on behalf of Osram. 
The advertisements are creations of 


the light bird,” 


Alexeiff, exponent of the stop- 


motion technique. 


Galitzine and Chant link 
up in new PR company 


A new public relations company, Galitzine and Partners 
Ltd., has been formed to take over the contracts and staff 
of Galitzine and Partners. The new company started 
operations last Saturday. 

The directors are Prince Yurka Galitzine, previously senior 
partner in Galitzine and Partners, S. W. Chant, 
Lindores Leslie, who is the company secretary. 

Yurka Galitzine is public relations adviser to the Pen- 
insular and Oriental Steam Navigation Co. and directs that 
company’s public relations organisation. 
London public relations representative for the Rhodesian 
Selection Trust Group of Copper Companies. 


Stuart Chant, until recently 
a lieutenant-colonel in_ the 
Army, was public relations officer 
to the three successive Supreme 
Commanders’ Allied Powers, 
Europe, Generals Eisenhower, 
Ridgeway and Gruenther, and is 
now public relations counsel to 
Olin Mathieson Ltd. and E. R. 
Squibb and Sons Ltd. He has 
been handling PR in Britain for 


Pratt and Whitney Inc. and 
Potter and Johnston  Ltd., 
machine tool manufacturers in 


America. 


Galitzine and Partners 
have 


Ltd. 
three overseas associated 


companies: Dunford Hall and 
Partners Ltd., with offices in 
Nairobi, Kampala, and Dar-es- 


Salaam; Tisdall, Clark and Co., 
with offices in Toronto; and K.C 
Harvey, with offices in Hong 
Kong, Singapore, Bangkok and 
Saigon. Correspondents and 
agents are also located in 
Washington, Oslo, Johannesburg, 
Salisbury, Paris, Melbourne and 
Frankfurt. 

The company is a corporate 
member of the joint East and 
Central Africa Board, and a 
member of the London Chamber 
of Commerce. Its offices are at 
17 Victoria Street, Westminster, 
S.W.1. 


He is also the 
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Holiday TV ad 
magazine to 
be networked 


Associated TeleVision Ltd. and 
ABC Television Ltd. are to net- 
work a holiday magazine pro- 
gramme this winter. It will be 
shown on Saturday evenings at 5 
p.m. 

Each programme is to last 
about 20 minutes, of which ap- 


proximately 10 minutes will be 
advertising. 
The contractors expect the 


magazines to be seen by about 
40 per cent of the potential net- 
work audience—a rate of 8s, per 
1,000 families per minute, for the 
rates will be £400 a minute. 


and Sir 


Stuart Chant 


Pearl & Dean 
link with Far 


East circuit 


The Pearl and Dean group 
have entered into a long-term 
exclusive arrangement with the 
Shaw Brothers’ circuit of cinemas 
in the Far East which will come 
into effect from January 1. The 
circuit comprises 76 cinemas with 
16 additional cinemas under con- 
struction. 

This, together with the inde- 
pendents which have been 
brought into the P & D sphere of 
operations, wil! give P & Da 
coverage of over 100 cinemas in 
Singapore, Malaya, British North 
Borneo, Sarawak and Brunei. 

Total population of the area is 
11 million. 

To deal with this operation, a 
new company, Pearl & Dean 
(Asia) Ltd., with head offices in 
Singapore, has been formed. 
Maurice Austin, a director of 


Pearl & Dean (Overseas) Ltd., has 
been appointed managing direc- 
tor of the new company. 

Rate cards are now being pre- 
pared and will be sent out soon. 
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THE FACTORY BEHIND THE DISPLAY 


HE ACME factory with its new wing 
¥F is Europe’s largest plant producing 
point-of-sale material of all types, and 
occupies an area of 2} acres with an 
additional 14 acres of land for further 
development. Acme production, 
backed by a team of 50 designers, 
brings a complete service to adverti- 
sers. Top quality showcards, displays 
and signs at competitive prices are 
the keynote of this service. 


Pnenene 


we) opus | 
‘ 2) PHILISHAV 
a 
A Combiecd Mains Animation Jewel Sign 
Display produced by the ACME SHOWCARD & 


SIGN CO. in conjunction with The Publicity 
Department of Philips Electrical Ltd. 


: ANIMATION MOTOR (?P. patent 
~ 711/56) used in this display con- 
= Sumes one unit of electricity per 


AGME #10 


ACME SHOWCARD AND SIGN COMPANY LIMITED 


Paragon Works * Green Street - Enfield - Middlesex - Telephone: Howard 1651 

Showrooms: 9 South Molton Street - London W1 - Telephone: Grosvenor 7458 

Crown Buildings - James Watt Street - Birmingham 4 - Tel: Central 2325 
25 Wellington Street - Glasgow C2 - Telephone: City 0822 


Resident Representative in Manchester 
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SOW WEY 


DISGRACE IN 
DAMASCUS 


One of the most marked media 
developments since the war 
has been in the field of exhibi- 
tions. 

The ill-fated British Industries 
Fair was a notable exception to 
the general run of successes, 
but that merely emphasises the 


advance of the specialised 
events. 

Look what is happening in 
London this week: 130,000 


through the turnstiles at the 
Hulton Boys and Girls Exhi- 
bition by Monday, and so 
many at the “Daily Express” 
Food Fair that the samples 
were running out. 

Home exhibitions are a roaring 
success. But what about 
British participation in overseas 
events? 


New policy needed 


In foreign fields the picture is not 
so rosy. Too often there are 
reports of overshadowed British 
displays, inadequate pavilions 
or bad management. 

Latest criticism comes from the 
Damascus Fair where a Pye 
director told the Federation of 
British Industries that the 
design and layout of the 
pavilion was “disgraceful” and 
did “enormous damage” to this 
country’s prestige. 

The allegations are rebutted, but 
there can be no denial that 
there is something wrong with 
British overseas exhibiting. 
And it is high time the Board 
of Trade and the big industrial 
organisations examined the 
whole policy of this important 
feature of export selling. 


All-British shows? 


It may be that an entirely new 
approach is needed—something 
more specific than the pavilion 
at the foreign fair. 

The key to this may be found in 
the highly successful special- 
ised events which are now 
being run by trade paper 
publishers. 

Why not British shows for British 
industries in the export 
markets? 

The export drive would benefit 
considerably from the replace- 
ment of the bungling official 
hand by the direction of men 
who really understand selling. 


TALKING POINTS 
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Psychologist i value of 


recall tests 


AN inquiry for literature on 

“the methodology of copy 
testing” started a great discus- 
sion in this office on the effec- 
tiveness of before-and-after 
research into the pulling power 
of advertisements. 

Inevitably the talk turned to 
the application of psychology to 
selling. The conclusion was that 
the best ads are prepared on in- 
stinct by experienced salesmen 
and that results can only be 
measured by the removal of 
goods from the shelves. 

Now a correspondent starts the 
debate all over again with the 
statement that “much of the 
psychological research work on 
advertising and propaganda has 
been founded on fallacy.” That, 
at least, is the deduction he 
draws from the results of experi- 
ments described in the August 
issue of the British Journal of 
Psychology under the title 
“Effects of Propaganda on Recall, 
Recognition and Behaviour.” The 
writer is Eunice Belbin, formerly 
of the Cambridge University 
Psychological Laboratory. 


Road safety study 


Says Miss Belbin: “It has 
usually been assumed that propa- 
ganda will affect the action of the 
individual in proportion to the 
extent to which its content can be 
recalled or recognised.” 

Miss Belbin gives a_ full 
account of a study of the effect 
of road safety propaganda on 
children. 

Members of Saturday morning 
cinema clubs, that is in psycho- 
logical jargon “a closed com- 
munity,” were subjected’ to 
propaganda by different media, 
all having the theme that pedes- 
trian crossings should be used. 
Media were film slides, a child- 
fen’s film plus a slide specific to 
the local situation and a talk by 
a police sergeant. 

Behaviour on the crossings 
after each dose of propaganda to 
the different groups was observed 
and recognition and recall tests 
were made. In one experiment 
it was found that 90 per cent of 
children could identify one or 
more of the slides. In another 74 
out of 96 could recall at least the 
main point in the talk about 
crossing at appropriate places. 
But of 536 shown a slide they 
had seen of a chicken crossing 
the road, 160 did ‘not recognise 


DISPLAY*SILKSCREENCEXHIBITIONS © 


| “Er—i’m not so sure about _ 
| some of them bloaters, | 
| Fred—we don’t want to 
contravene the Code of 
Standards, do we?’’ | 


it, only 153 knew it had some- 
thing to do with pedestrian cross- 
ings and only one could recall 
correctly the slogan that had 
appeared on the screen. 

Correlation of these recall and 
recognition tests with behaviour 
showed that about the same num- 
ber of errors had been made in 
them by those who crossed cor- 
rectly and by those who used the 
crossings. Moreover, except on 
crossings where there were police- 
men, the proportion of these 
children who used the crossings 
after the film shows was no 
different from the proportion 
before the exposure to propa- 
ganda. 

Experiment Number 2 had as 
subjects naval ratings, university 
students and 14-year-old school- 
children. They were given a 


game to play with a moving 
disc, the aim being to score as 
high as possible in a given time 


using one of two speeds. Printed 
instructions pointed out the rela- 
tive advantages of each speed 
Experience showed that higher 


scores could be made at the slow 
speed, but a propaganda display 
was designed to convey the sug- 
gestion that the higher the speed 
the higher the score. 

Of 18 subjects who originally 
chose slow, four changed to fast 
after seeing the propaganda. But 
none of the 11 who originally 
chose fast changed. On question 
ing it was discovered that one of 
the four who changed to fast had 
not understood the propaganda! 

In a recognition test of the 
propaganda, 37 out of 58 were 
successful—yet as propaganda 
the display had been notably 
ineffective. 

Does this mean that recogni- 
tion or recall of propaganda or 
sales messages have little or no 
relation to their effect on be- 
haviour or buying habits? If 
that is so, quite a few of the more 
nigh-falutin’ research operations 
were rather futile. 


RULE, BRITANNIA! 


HE positioning of two air 

craft advertisements probably 
set the telephones ringing in the 
advertisement offices of The 
Times on Monday. 

A triple-column for the new 
Britannia 320 on page five ran 
right into a half-page opposite 
s0 that it looked like one big 
display. Even the artwork 
matched up nicely. 

The half-page ad? Oh, 
was for Pan American! 


that 


TOMORROW'S TOPICS 


@A new soft drink to be 
marketed soon will compete 
with existing top quality pro- 
ducts. A substantial appropri- 
ation has been earmarked. 


@ An extensive ad campaign is 
about to break for a new 
popular sewing machine. 


® Ferranti Ltd., Manchester, are 
to market a new domestic 
appliance which will cut the 
cost of providing two essential 
services in the home. The 
appliance is the “Fridge- 
Heater,” which will turn the 
housewife’s larder into a 
refrigerator—and heat water 
for her at the same time. 
Heavy advertising is expected 
to back the launching. 


PERS PEX 


@ Branded, packaged bacon is to 
be nationally advertised if a 
test campaign in the Midlands 
is successful. 


@ Arrivals of large quantities of 
American fruit in special “keep 
fresh” containers will lead to 
new advertising in the near 
future. Empire fruit growers 
are expected to react sharply. 


@One of the most successful 
bureaux publicising food pro- 
ducts is expected to close at 
the end of the year owing to 
the disagreement of a partici- 
pating foreign country with 
British import conditions. 


ROUND TABLE 


MERCURY DISPLAYS 7 


METALWORK 


*PLASTER CASTING 


EASTWOOD STREETS W116 
* MODELLING 
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Bright, colourful 

posters are con- 

stantly remind- 

ing parents of a 

whole range of 

sweets and choc- 

olates. (The 

children remem- 

ber them too!) 

The value of such posters can be 

increased by display on David 

Allen sites, placed to command 

the maximum attention from 

people on the way to the office, 

workshop, factory, shops, or 

LEBER foo school. David Allens offer 
“ane coverage throughout Scotland, 
ri: North East and North West 

bo , England, North Wales, 
e— Ireland and Eire. 


David Allen & Sons Ltd., 
7, Buckingham Palace Gardens, 
London, S.W.1. 
Telephone: SLOane 0711. 
Telegrams: Advancement Sowest London. 


Area Offices in GLASGOW, NEWCASTLE UPON TYNE, LIVERPOOL, BELFAST, DUBLIN 
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ADVERTISER'S WEEKLY 


Over 6,000,000 women and 
every one a potential customer 


If your product or service is bought by 
women—no other daily or weekly mass 
advertising medium in the country can 
give you such an immense concentration of 
potential women customers as WOMAN. 

Your message in WOMAN goes directly 
to more than one-third of the nation’s 
most valuable prospects; selling in an 
atmosphere as natural to them as it is 


productive to you. More than that. It sells 
not once, but over and over, as long as 
WOMAN remains in the home. 

If you want every penny of your 
expenditure to influence an _ unrivalled 


coverage of potential customers without 
wasteful circulation or wasteful readership 
—you should advertise in WOMAN—the 
most powerful single selling force available. 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD.. 96, LONG ACRE, LONDON, W.C.2 
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COMMERCIAL SPOTLIGHT 


Reviewing a recent- batch of commercials 
TELETASTER begins by pointing out that 


Life can be hectic when 


the ad goes on TV 


RAISE your glasses, gentle- 
men, and observe two 
minutes silence in commisera- 
tion for the Burberry tele- 
vision executive. 

Poor fellow, there he was 
seated happily round the screen- 
side with his family one Sunday, 
when his epic slide appeared on 
the screen to the accompaniment 
of a plug for a quiz show. 

Worse was yet to come. 

After a narration that included 
an offer of £100 for the winners, 
the station had another shot two 
minutes later, and this time when 
the slide appeared the announcer 
flubbed his lines. There is no 
truth in the rumour that the in- 
surance company have raised the 
premium on the executive's life 
policy. 

While brooding upon the ques- 


SOUTH EASTERN 


GAZETTE 


MESSENCER 


tion of life expectancy, let it be 
observed that no one, surely, 
suffers a greater occupational 
hazard than a television com- 
mercial critic. To fellow sufferers, 
imprisoned by duty to follow the 
DAZ commercial, may we offer 
this system to cut down the 
strain :— 

Try counting the number of 
times the word “white” and all 
its derivations, such as 
“whitest” and “whiter,” occur 
in this commercial. I can offer 
a count of 16 to date. 

And the Vim commercial is 
similarly repetitive. In this case, 
the only remarks seem to concern 
a giant kitchen sink. But the 
presenter made quite an impres- 
sion on this viewer. 

The lady possessed a great deal 
of charm ... and a good voice 


CHATHAM 


OBSERVER 


Head Office: MAIDSTONE 5388 Loudon: 60, FLEET ST. Fifet St. 


NET SALE ABC. 87,986 JULY TO DEC. & 


which was used to put over the 
plug with more conviction than 
the lines really merited. All in 
all, she seems to have a lot to 
offer commercial television as a 
whole, although, as this was the 
first time this viewer has seen 
her, it would be best to study a 
few more of her rformances 
before waving the flags. 


Enticing the viewer 


Another artiste who has to 
cope with a difficult script is 
Shirley Abicair. In this case, 
where the plug tries to entice the 
viewer away from the evils of 
television into the cinema and 
“Smiley,” the script is far too 
sugary. However, the format is 
appealing, with its use of the 
theme music and a split screen 
gimmick incorporating Miss 
Abicair and a photograph of the 
one urchin who stars in the 
film. 

Full marks to the people 
responsible for the idea as a 
whole. It shows good creative 
thought and proves that com- 
mercial television and the 
cinema can be complementary 
to one another. 

Another lady with a gimmick 
is Ruth Dunning, who appears 
for Persil. But here, for some 


SEPTEMBER 7, 1956 


reason, we descend to the 
September 22, 1955, level. We 
visit an anonymous fashion house 
and are asked to believe tha: 
only Persil is used in their “pri- 
vate laundry in the basement’ 
for the washing of those expen- 
sive creations. Whether or not 
this can be substantiated, the 
commercial does rather leave the 
viewer saying “Come off it!” 

Frankly, at this stage in the 
game, I, for one, think that Persi! 
should have learned better 
Certainly, they may be assured 
that a large part of the British 
public have. 


Running in cycles 

You may have noticed by now 
that commercial television seems 
to run in cycles. One week we 
get a batch of good commercials, 
while another week sees us 
subjected to some pretty poor 
stuff. Of course, this may be the 
result of the weather or the con 
dition of Teletaster’s liver. At 
all events, Cussons soap commer- 
cial is another recent item that 
can be classed in the Persil cate- 
gory. In this case we see a beauty 
editor of a paper or magazine 
dictating a recommendation of 
the soap in question to her secre- 
tary—for the ultimate benefit of 
the readers. Surely it would 
have been so easy to be more 
convincing. 

A brighter note has, however, 
been struck by OMO with thei: 
new comedy commercial. This 
one features a trio of cats with 
Goon voices, a burglar ~ and 
policeman. It is amusing and 
easy to watch, and although | 
have seen it twice, one would 
imagine that it could be run at 
least another couple of times be- 
fore it palls. It is satisfying to 
see these people making the effort 
to amuse and entertain. One has 
possibly had about enough of 
Mrs. Bradshaw—who was amus- 
ing for the first few weeks but 


@ Continued on page 18 


At the Radio Show preview, ATV presented three members of the 
Folies Bergere” show which is to be televised for the first time on 
Sunday, September 9. 
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How to enter one human head-—or 5,000,000 


If your advertising aim is to get into the minds of about 
5,000,000 people intelligent enough to like reading, the 
key is in your hands: The Reader's Digest opens the 
door at a touch—indeed, holds it open for you. 

Why do the men and women who enjoy this magazine 
each month provide such a productive market? One 
reason is that they are comfortably above the average 
in income—over a million of our readers own their own 
houses, and nearly a million have motor-cars. Well over 
two million ot them are women, with the household 
spending responsibilities that this implies. 

But more important still is our readers’ character. The 
Reader's Digest deliberately sets out to please people 
with inquiring minds, receptive to new ideas. Its pheno- 
menal success—over a million sale in Britain, a world 


sale of over eighteen million—is the measure of the op- 
portunity it offers to the advertiser. Its readers really 
read it—pick up each issue many times as they browse 
through its articles. There is ample evidence that they 
read the advertisements, too. And they are exactly the 
kind of people, better informed than most, whose ex- 
ample is apt to influence their friends. 

It is because of the character of its readers and their 
pleasure in reading it that The Reader's Digest is one of 
the great advertising media of Britain. 


OVERSEAS International editions, 27 of them, cover 
key export markets. The British exporter can book space in 
London and, usually, pay in sterling. 


NO WONDER IT’S CALLED 


he Reader’s Digest 


A MAGAZINE FOR READERS WITH A GUARANTEED 1,100,000 SALE 
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ADVERTISER'S WEEKLY 


How much space do you waste in stationery storage ? 
Have you rooms filled with old catalogues and out of date 
forms? The Rotaprint method of printing enables you to 
print smaller quantities at one time thus minimising the risk 
of accumulating obsolete print. This is because repeat runs 
are so economical and jobs may be stored on thin metal 
plates in the minimum of space. 

JUST THINK OF THE CONVENIENCE of printing office 
and accounts forms—booklets, catalogues and folders. The 
latter with a quality of reproduction that will make the 
sales staff really sit up and take notice. 

The coupon below is for your convenience and involves 
you in no obligation at all. 


small offset 
Lig | 
ENQUIRY FORM 
Please send, without obligation, printed specimens and full details of Rotaprint. 
NAME 
Sg 


Pin this Enquiry Form to your letterheading and post to 
ROTAPRINT LTD., HONEYPOT LANE, LONDON, N.W.?9. 
Tel: COLindale 8822 (12 lines) 


Never let a TV ad wear 


SEPTEMBER 7, 1956 


out its welcome 


has now outstayed her welcome. 
And Cadbury’s milk chocolate 
| would also benefit from a change 
in script 
Why cannot people realise 
that when a joke goes stale on 
| television, it does a great deal 
of harm to the product? As 
Mrs. Teletaster remarked bit- 
terly the last time, “If that 
| wretched man drops any more 
glasses of milk on people .. . 
I think 'll scream!” 
And it does no good to run 
from the house and visit the 
| cinema to see a movie: they 
| have got the same commercial 
there and colour does not help it 
a bit. 


Learned the lesson 


| Sharps Toffees have learned by 
| experience it seems. Their latest 
offering shows a great improve- 
ment on the early days. They 
have been wise enough to hang 
on to the jingle (which is very 
memorable) and generally stream- 
line the format. If you remem- 
ber, the original one seemed to 
drag on forever. The pace of the 
jingle is nicely maintained as the 
man behind the counter hands out 
the different toffees—and the 
final shot of the girl winking 
happily at the audience actually 
comes off. A near miracle that! 
The Arthur Murray people are 
lucky to have such a personable, 
persuasive young man as Earl 
Manning to deliver his plug for 
| dancing lessons. It is not often 
that one finds a representative of 
a company who can do any more 
than make faint muttering sounds 
in front of a television camera, 
no matter how loquacious he may 
be behind a counter. Top marks 
also for the chap who thought up 
the idea of opening up on a shot 
of the couple dancing. The 
camera position which took in 
just a view of the couple’s legs— 
and the fact that we got no other 
sound track except Mambo music 
for the first few seconds — cer- 
tainly held one’s eyes to the 
screen ' 


Hastening to work 


The Lambretta organisation 
' had a short but competent com- 
| mercial that opened up on a 
| close-up of the throttle being 
| operated. The theme “Irs a 
pleasure to go to work!” may 
| not strike a sympathetic chord 
with the average Briton at this 
time. And it is, moreover, a little 
negative to claim that the com- 
| pany gives the best after-sales 
service—unless one makes’ it 
| clear that the bike is not expected 
to break down the moment it is 
bought 
| The journal TV Times has 
been doing quite a good job with 
a gimmick introduction that 
| shows a young man framed in a 
television screen. One could, 
however, urge that they drop 
those appalling echo voices that 
boom the magazine name at the 


Seen at the Radio Show along- 

side a giant tube on the Ediswan 

stand was Yana—who stars in 

her own programme which starts 
in October. 


end, like so many banshees sign 
ing off. 

Additionally, the British Broad 
casting Corporation deserves a 
little word of praise for some of 
the excellent commercials they 
have been putting over at no 
extra cost. Especially, let us give 
full marks to Mary Malcolm and 
her promotion for the Radio 
Times which came just before the 
weather forecast. It is a really 
fine job—consistent and forceful. 
yet sincere. It would not hurt 
some of us to watch these pepole 
occasionally and pick up a few 
tips. 

After all, they are such eld 
hands at the game. 


New shoe goes 


. . 

on television 

NTENSIVE television adver- 

tising is the spearhead of a 
new four-month sales campaign 
for Finns’ shoes which has been 
launched by Daphne Padell in 
her programme “It’s A Woman's 
World,” produced by T.V. Adver- 
tising Limited. 

Focal point of the campaign is 
a new type of children’s shoe 
which, the makers guarantee, will 
not need repair in under three 
months. In fact, Finns Shoes 
Ltd. are the first British company 
to bulk produce this type of shoe, 
which is exceptionally durable 
because of its one-piece moulded 
sole and heel. 

Commenting on his reasons for 
using television advertising, J. A. 
Finn, managing director of Finns 
Shoes, has said, “We think it is 
an excellent advertising medium, 
and we are expecting good re- 
sults.” 

Indeed, so confident is the com- 
pany of the power of television 
advertising that they intend to 
use it as the first line of attack 
throughout their campaign. 
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REYNOLDS NEWS 


A Statement of Policy 


“WHAT IS HAPPENING to Reynolds News?” they are asking in Fleet Street : 
... and in the homes of thoughtful people from Caithness to Land’s End. 


Reynolds News today is “ exciting... intelligent... popular” says Francis Williams in the New 
Statesman. Says Truth: “. . . something we all ought to welcome. When a paper risks its neck by trying 
to be decent it should have our support.”’ From Left and Right . . . and from all standpoints in 
between ... the people who influence other people are talking about the new Reynolds News. 


Well, what are we trying to do? Just this. We believe there is a 
q. new public growing up, neither high-brow nor low-brow, people 

who on Sunday want something more than cheesecake . . . people 
who want the wholesome bread of sound news and interpretation... 
intelligent adults who want to know about Malaya as well as Marilyn, 
nationalism rather than night clubs. 


And we are out to reach that public. 


@ In the last six months Reynolds News has serialised Father Trevor Huddleston’s book on 
apartheid (*‘ Naught for your Comfort ”’) ... Earl Attlee’s memories of the great and the famous... 
C. H. Rolph’s views on the real problems of crime and prostitution. We will soon be printing 
series by A. J. P. (Alan) Taylor on youth today, by Dr. Bronowski on the problem of automation 
...and J. B. Priestley will join Tom Driberg as a weekly columnist. 


@ In the last six months Reynolds News has built up a world wide team of correspondents. 
Headed by Alexander Werth in Paris, they interpret the news from Singapore, Hong Kong, India, 
Pakistan, Beirut, Cairo, Athens, Belgrade, Rome, Johannesburg, Washington and Latin America. 
Woodrow Wyatt has been recruited to write a weekly commentary on the world around us. 


And all the time Reynolds News gives a lively presentation to those sides of life that give savour 
to leisure. Humphrey Lyttelton writes on jazz, Frankie Vaughan on the new discs. Winifred Munday 
writes the column for women that is also read by men . . . Mattli of Mayfair brings high fashion 
into the wardrobe of every woman. Fred Cooke contributes a provocative column on TV... Pat 
Collins’ lifetime in sport is reflected in his column. And for those who wish to chase that elusive 
£75,000, well, there is Jack Savage — top pools forecaster in the Sunday Press last season. 


Reynolds News is progressive in politics and makes no concealment of the fact. 


‘But Reynolds News is produced today as a lively family newspaper which 
has something to say to thoughtful people of any Party or no Party at ail. 


That is what we are trying to do at Reynolds News 
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Readership 


Advertising that’s got to do a solid continuous selling job needs readers 
not flippers. Readers have time to take in and retain your sales message 
—and Everybody’s is the magazine for readers. Not for Everybody’s 
the once-through glance-glance-glance flippership. This is the weekly 
that is read at home, at leisure, regularly, with absorbed interest. 


AND THESE ARE GREAT NAMES THAT ENSURE READERSHIP 

Sir Winston Churchill ... Bertrand Russell... Sir William Rootes... 
Hardy Amies... Hammond Innes... all top men in their own fields— 
these are all contributors to Everybody’s in 1956. It is writers of this 
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not flippership 


calibre who ensure for Everybody’s the solid attentive readership that 
makes it uniquely valuable as an advertising medium. 


For a readership that reads— 


the armchair weekly 
Page Rate £800 


A. W. BURNETT, ADVERTISEMENT DIRECTOR, 
EVERYBODY'S PUBLICATIONS LIMITED, 114 FLEET STREET, LONDON, E.C4. FLEET STREET 7521 
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Formula for an improved technique 
of calculating readership figures 


By A SPECIAL CORRESPONDENT 


ib this brief article the aim 
is to set out a simple for- 
mula for obtaining cumulative 
net readership estimates for 
any schedule of publications 
from Hulton or Institute of 


Practitioners in Advertising 
data. ; 
The results obtained from 


applying this formula to Hulton 
readership and duplication figures 
for a number of schedules have 
been found to correspond closely 
to Hulton assessment figures for 
the same _ schedules. Hence, 
purely from the empirical point 
of view, the formula would seem 
valid. However, as a matter of 
interest, it would be advisable to 
explain the assumptions and 
reasoning underlying the con- 
struction and operation of the 
formula. 

Take publications A, B, C, D 
and E. Assume the adult reader- 
ship of these publications as per- 
centages of the total adult 
population to be as follows :— 

Publication Adult Coverage 

oO 


A 30 
B 20 
Cc 15 
D 10 
E 2 


The adult  inter-duplication 
among these publications can be 
expressed : 

A B Cc D E 

B 60 

se .. 30 

D 60 20 30 

E 46 50 30 40 

This table shows what percent- 
age of readers of the publications 
in the vertical column are also 
readers of publications arranged 
in a row. 

The duplication case of A with 
B is straightforward. However, 
matters become more compli- 
cated as soon as a third publica- 
tion is added to a schedule. Take 
the duplication case of C with A 
and B: There is a chance that 
the 50 per cent of C-readers who 
read A contain al/ those who also 
read B (30 per cent). Taking the 
other extreme, there is a chance 
that all also-B-readers are dif- 
ferent individuals. 

Hence we get the arithmetic 
mean of the two extreme chances 
working out to 


(50) + G0 + 30) _ 
9 


65. 


Now, call the larger of the two 


figures (here 50) X and the 
smaller figure (here 30) Y. Then 
x + (x + y) 
= 


is the mean chance. This can be 
simplified to 


2xX+ Yo Xt 
2 2 


In this way the mean net duplica- 
tions added by successive also- 
readers of other papers to the 
largest also-reader figure are half 
the given also-readers figures. 
Taking the duplication case of 
D with A, B and C as an example, 
our cumulative duplication is 


60 + 10+ 15 = 85, 


leaving 15 per cent. of the total 
readers of paper D as the net 
coverage added to the coverage 
of publications A, B and C. 

It should be stressed that the 
initial assumption made is that 
there is no limit to the number 
of different publications any 
person may read, although the 
chance of a reader of any one 
paper also reading all the 
others would decrease as the 
schedule of papers grew. 


No significant deviations 


It is further assumed that any 
diversity in the character of the 
publications in the schedule will 
not introduce significant devia- 
tions into the mean inter-duplica- 
tion procedure. Thus, whether 
we have schedules composed 
exclusively of national dailies or 
a mixed bag of ~eneral weekly 
Magazines, nationai walies and 
Sunday papers, it is assumed that 
the mean inter-duplication pro- 
cedure will substantially hold 
good. 

This assumption has been 
proved realistic to the extent 
that for all the schedules tested 
so far the results obtained 
from mean _inter-duplication 
corresponded fairly closely to 
Hulton’s punched card assess- 
ments. Nonetheless, the 
assumption has to be made 
explicit since there may be 
combinations which cannot be 
adequately dealt with by mean 
inter-duplication. 

Our procedure demands that 
the largest also-reading percent- 
age of a given paper must open 
the duplication sequence. The 
formula is, therefore, hinged to 


pe 


‘CORSETR 


what might be called pivotal 
duplication. For example, if we 
are trying to find the percentage 
net readership increase from the 
addition of paper X to a schedule 
of publications, the paper of 
pivotal duplication is the one 
which has a higher percentage of 
also-X-readers than any other in 
the schedule, It follows that the 
above initial assumption makes 
no inferences as to the range of 
publications read by a_ given 
selection of people. 


Unlimited application 


The assumptions are such that 
the procedure would not be invali- 
dated even if, in fact, no person 
read more than three papers- 
because our paper of pivotal 
duplication will numerically con 
tain also-readers of any of the 
other __ publications in the 
schedule. Thus, of the half of 
successive also-readers of other 
papers which. this formula has 
shown to be contained in the 
aggregate duplication of pre- 
ceding papers, some may be also- 
readers only of the pivotal paper, 
while others may involve all the 
preceding papers in the schedule. 

Since, conversely, the other half 
of successive also-readers is likely 
to be unduplicated however many 
papers there are in the schedule, 
it follows that further publica- 
tions will generally add some nét 
coverage—provided the aggregate 
duplication with preceding papers 
in the schedule is less than 100 
per cent of the readers of those 
additional papers. 


Case for modification 


At this point, the special case 
must be mentioned when a 
further paper added to a long 
schedule of publications also 
duplicates heavily with that 
schedule. The procedure out- 
lined at the beginning may then 
have to be modified. 

Také the addition of paper E 
to papers A, B, C and D. The 
paper of pivotal duplication here 
is B. Hence we have 


so + 46 — 73, 
In other words, 73 per cent of 


E-readers are likely to be also- 
readers of either A or B or both. 


Conversely at this stage the net 


& UNDERWEAR 


Apply for particulars to Advertisement Manager, Phoenix Building, Berridge Street Leicester, or 47 Hertford Street, Mayfair, London, W.!. 


contribution in coverage from 
the addition of paper E to the 
schedule is 100 per cent—73 per 
cent=27 per cent of all readers 
of E. 

We now come to the likely in- 
crease in duplication as account 
is taken of the E-readers also 
reading D. Strict adherence to 
the above procedure would yield 


40 
B+ 


the addition being the mean be- 
tween 73 and 73+40. However, 
since the maximum duplication 
cannot exceed 100 per cent, an 
upper limit is set which must not 
be exceeded. Hence the aggre- 
gate duplication after allowing 
for E-readers also reading paper 
D is found by 


93 


(73 + 100) 
73 4 ; 
or shortened 
(100 — 73) 
73 + > 
=86.5 per cent. 


It is not claimed that the 
application of this formula will 
invariably accord with punched 
cards results. After all, it is 
only concerned with the mean 
of extreme possibilities. How- 
ever, any formula-derived re- 
sults so far checked with Hul- 
ton’s punched card figures have 
shown but small deviations and 
they should at least provide 
fair approximations. 

It should, moreover, be 
borne in mind that whereas 
Hulton assessments may take 
up to three days, by this 
formula the results may be ob- 
tained in a matter of minutes 
and at a substantial saving in 
expense. 
Finally, it should be quite 

clear that this formula is useful 
only to the extent to which 
readership and duplication figures 
are being made available. While 
the 1954 IPA Readership Survey 
gave duplication tables for 
adults, men, women and house- 
wives, the 1955 Hulton Survey 
showed _inter-duplication for 
adults only. Moreover, both 
surveys confined their duplication 
tables to the main publication. 
_Clearly, far more comprehen- 
sive duplication data is called for 
in future publications of reader- 
ship surveys. 
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VOGU 


Certified net sale 


in excess of 155.000 


or 12 months ending 30th June 1956 
4 & 
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House & Garden 


Certified net sale 


in excess of 10,000 


for 12 months ending 30th June 1956 


Certified by Smallfeld, Fitzhugh, Tillett & Co. Chartered Accountants 


The Condé Nast Publications Ltd. 37 Golden Square W1 
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Looking on 
the 


sunny side 


HEN this picture came up 
at our monthly selection 
committee, the sun was pro- 
viding -the first glimpse of a 
possible heat wave, so perhaps 
it was natural that our tenden- 
cies gravitated towards a cool- 
looking out - of - the - window 
sort of picture. 
There is a good deal to be said 
for the open air type of picture 


Photograph of 
the Month—28S 


in advertisements for the so-called 
summer season. When the 
weather really does co-operate, 
the effect is all the more powerful. 

This particular shot of 
Buckler’s Hard, in Hampshire, 
was by G. F. Allen for Crittall 
Manufacturing Co., Ltd. Like 
all purely landscape pictures 
there must always be a certain 
amount of purely personal likes 
and dislikes attached to the 
appreciation, but frankly this one 
appealed to us and that was that. 

It certainly has some notable 
points because it avoids so 
many of the pitfalls usually 
associated with this kind of 
work. Granted that the natural 
elements introduce what is no 
more than a good deal of luck 
into getting a shot like this, 
but it is always the final effect 
that matters. 

The almost traditional stunt of 
using a tree to provide a pictorial 
framework is used to advantage, 
although not slavishly so, one 
must readily admit. Bringing the 
tree further into the frame area 
has given a dominant note to the 
foreground. 

The lighter tones of the water 
and boats in the centre are, 
therefore, thrown into a real 
centre of interest without which 
no landscape shot is likely to 
succeed. 

And last, but not least, the 
immediate foreground shadow— 
cast no doubt by the house that 
had the Crittall window—adds 
to the perspective and in its 
present setting, enchantment to 
the view. 

The use of this picture by 
T. Booth Waddicor and Part- 
ners Ltd. for Crittall is a clever 
piece of suggestion. In a series 
which has been running since 
last October, the theme has been 
consistently that these windows 
are positively rust-proofed. To 
this end, a series of foul weather 
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pictures have been used with the 
window frame suitably superim- 
posed. This time, with the 
advent of summer time, the 
window is thrown open. The 
suggestion is that these metal 
windows let in plenty of sun- 
light—perhaps even more so than 
the old-fashioned wooden types 
But it would have been a 
mistake to superimpose a win- 
dow frame over a shot like this 
and Waddicors took the wise 
move of using the black edge to 
suggest the window frame .. . 
the slogan is still nicely apt. 
All ways round, this is a 
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striking advertisement. 

We have remarked before in 
this feature that we rather feel 
that insufficient attention is paid 
to the use of out-of-doors photo- 
graphy. There is a very definite 
popular appeal attached to things 


. a | + =F aint ee 


in their natural settings and we 
are glad, in a way, that in the 
open air season, so to speak, we 
have been able to feature two 
outdoor shots ourselves. After 
all, there was the old gentleman 
and the model yacht last month. 


ib the first issue of each month ADVERTISER’S WEEKLY pub- 
lishes an outstanding commercial photograph chosen by a 
selection panel comprising a nominee of the Institute of British 
Photographers, the Editor of ADVERTISER’S WEEKLY and Ben 
Freeman. Photographs should be sent to the Editor and the test of 
eligibility is simply this . . . Is the photograph selling something ? 
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we if 


for the record 


| Charles B. Brown, F.1.B.P., AR-P.S.,on Mord HP3 Plate 


os. 
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This photograph of the record- 
breaking Fairey Delta II was taken 
during a late afternoon in November 
by Charles E. Brown, F.I.B.P., 
A.R.P.S., on an Ilford HP3 plate. 
To quote Mr. Brown, the day was 
“not too good” and the shot was 
taken through “some rather mucky 
perspex”. Exposure was 1/750th 
second at f/8. For photography in 
all conditions where a fast material 
is essential and the maximum quality 
is required, Ilford HP3 is a record- 
\breaker every time. 


HP3 Plates a Flat Films 


ILFORD LIMITED . ILFORD . LONDON Trade Showroom: 106/107 High Holborn . London W.C.1 . Telephone: HOLborn 3401 
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OW-UpS” 


When an enlargement as big as a bus is 
required people instinctively think of Auto- 
type. And although we are well known for 
these giants it must not be forgotten that we 
are every bit as good at the smaller sizes as 
well, for example, 15” x 12” 
60” x 40”. 

% Autotype quality is beyond question and 
our service and prices must be right other- 
wise our customers would not stick to us as 
they do. You ought to try us . 
list with pleasure. 


TRANSPARENCIES 


Colour, of course, is much more effective, 
especially in the form of transparencies, lit 
from behind. Just lately we have been 
making lots of transparencies (both in black 
and white and colour). 
very popular with 

conscious public. 


up to 


price 


They are becoming 
a growing picture- 
Darker evenings ahead! 


MOST of 
the really 
good 


enlargements 
are made by 
AUTOTYPE COMPANY LIMITED 


BROWNLOW ROAD, WEST EALING, 
LONDON, W.13. EALING 2691-2-3 
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Go to the table top for 


larger-than-life effects 


Wits problems we 
find ourselves up against 
in the studio at times, they 
always finally prove capable of 
solution. Perhaps that is a 
double-sided tribute to the 
ingenuity of photographers as a 
breed on the one hand and the 
endless ideas that can be put 
over photographically on the 
other. Whatever it is, anyway, 
there is quite a variety from my 
browsing around during the 
past month . . . some old and 
some new. 

The older ones came from 
looking through some pictures 
by E. Heimann, and one should 
say right away that picking any- 
thing specifically from his superb 
collection of table-top work is 
quite unfair to the rest of the 
stuff one leaves behind. How- 
ever, it had to be done. 

I have never been able to 
understand the apparent lack of 
interest by advertisers in the 
possibilities of model figures 
and the table-top sphere of 
creation generally. Human 
beings just do not lend them- 
selves to the type of photo- 
graphic fancy that produces 
something “larger than life” as 
it were. Certainly no human 
model could take the place of 
Heimann’s creation for Stigmat 
Ltd. 


Perhaps this is the expression 
of a purely personal “like”, but I 
would like to see a good deal 
more in this particular strain. If 
it did nothing else it would cer- 
tainly make a change. 

Now let us contrast the little 
man of the lenses with the man 


The human back 
portrayed in this 
picture (which fea- 
tures prominently 
in a Bentley car 
advertisement) is 
one of those that, 
in Ben Freeman’s 
opinion, is @s @X- 
pressive as a face. 


says BEN FREEMAN 


In no other way, thinks Ben 

Freeman, could E,. Heimann have 

got a comparable effect for 
Stigmat Ltd. 


who appeared in a 
Bentley advertisement. This 
advertisement is one of the 
simplest I have seen for a very 
long time. Beneath the picture 
was reproduced the Bentley trade 
mark and the single line “Take a 
Bentley into partnership.” 

Now backs can be every scrap 
as expressive as faces, as we saw 
specifically last month in the 
Photograph of the Month shot of 
the old man and his model yacht 
for the Hawker Siddeley group 
(see ADVERTISER'S WEEKLY, 
August 3, page 24). The Bentley 
back is equally expressive. It is 
a good broad powerful sort of 
hack, effectively set off with a 

@ Continued on page 28 
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a Trapinex point-of-sale displays are 
= Glory - all year cleverly constructed for pleasing 
wt AN presentation and strong sales appeal, 


from original designs produced by 
our unique team of artists and 


designers. 

Modern methods of reproduction 
and construction are used to give 

a complete service of which we are 
justly proud. 


Ring or Write today: 


TRAPINEX 


COMPLETE DISPLAY SERVICE 


TRAPINEX LTD. DISPLAY DIVISION 


176 Acre Lane, Brixton, London SW2 
Telephone: BRixton 2057 (4 lines) 


COUNTER DISPLAYS - WINDOW DISPLAYS 


SHOWCARDS - TUBE CARDS - POSTERS - ETC. 
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7 PHOTO.- 
S| Me design amet wah rer 
ISING—cont. 


@ SALES AIDS Ben Freeman has 


a very high opinion 
of this photograph 
which appeared in 
a Mackeson Stout 
advertisement. The 


3 @ DISPENSERS 


Whether it is metal, 
wood or wrought iron 


WE ARE 
THE ACTUAL 
MANUFACTURERS 


a 


Designed 
F, PiGHAM LTD. 
Our experience of sales and practical advice is readily available to 


you. Let us submit ideas and prototypes and prove how reasonable 
and efficient a permanent display can be. 


MOREY (BARNET) 
BARNET, HERTS. 


LIMITED 


Telephone: Barnet 3222 


Sidac is a transparent cellulose wrapping. 
Available clear or tinted, plain or printed, 
in s and thicknesses for every purpose, 
in sheet or reel form or made up into bags. 
For a quarter of a century Sidac has been 
supplied to many various trades and the 
experience and skill of our technical staff 
are at your command. 


BRITISH SIDAC LTD 
ST: HELENS, LANCASHIRE. Sts Helens 4041 
IN SALES OFFICE 


LONDO 
12 UFTON ROAD, LONDON, N:!. CLissold 6404 


portrayal of 
character, he 
thinks, is excellent. 


bowler and umbrella to complete 
the theme. Gleaming magnifi- 
cently in the background is the 
all-important motor car that must 
inevitably accompany such big 
business. Some careful thinking 
went into the production of the 
relative proportions necessary 
between the figure of the man 
and the car in this final result. 

From backs let us get the other 
way round and feel the real 
portrayal of character from an 
expressive face in one of the 
Mackeson Stout series. Here you 
have a journalist of many years’ 
standing, the man whose subjects 
can range from beggar to king, 
yet whatever company he is in 
he must be “one of them.” 

But there is another point, too, 
about this photograph. 

The centre of interest might 
conceivably have held the fort 
on his own, but the introduc- 
tion of the other two figures, 
quite apart from the purely 
Mackeson Stout angle, actually 
increases one’s concentration 
on the main figure. The other 
two not only look in _ the 
direction of the main subject 

. they look interested in 
him. 
Again there was some nice 
photographic thinking here. 


Book to read 


A RECENT publication by 
Kodak under the title Photo- 
graphy at Work is worthy of the 
widest possible readership. Yes, 
even by photographers them- 
selves. This is a review of photo- 
graphy applied to the office, the 
factory, the drawing office, indus- 
trial relations and a few other 
instances that you may never 
have thought of. 

The main purpose of the book 
itself is to point out how photo- 
graphy helps to do certain office 
and factory jobs more quickly 
and efficiently — but perhaps 
Kodak have also succeeded in 
bringing home to photographers 
themselves that they do not 
always do their own public 
relations job on behalf of photo- 
graphy anywhere near as effec- 
tively as they might. ; 

In another direction I must give 
Ilford full marks for a real brain- 
wave they had in their booklet 


Ilford Colour Films. The publica- 

tion is for amateurs especially, 
and aims to give good practical 
advice in the traditional manner. 
But rather than stick to the age 
old descriptions of light as 
“Bright sunlight,” “Hazy sun- 
light,” “Sky overcast—bright” 
and “Sky overcast—dull,” the 
typical sky and light conditions 
are suitably illustrated. 

Talking of colour, I have re- 
cently come across a solid glass 
dyed in the mass filter for colour 
work. It is made by Actina, 
10 Dane Street, W.C.1, in two 
versions : 

@A _ conversion filter for the 
use of Type A material in day- 
light. 

@ A haze filter for the elimination 
of excess blue in distant sub- 
jects. 

Both filters are available in the 
usual sizes from 19 to 41 mm at 
prices ranging from 9s. 8d. to 
21s. 6d. (purchase tax included). 


{Photo of month{ 


LOVELY WEATHER FOR... 


CRITTALL S35 
POSITIVELY RUSTPROOFLD METAL 


eins : ia ee es my 

This is the Photograph of the 

Month (see page 24) within the 
context of the advertisement. 
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THEY LOOK BUT THEY WON'T READ 
as ae. 


ecocese at least, that is what the statisticians say. 
We count ourselves fortunate that you, Sir, have 
joined the distinguished minority who actually read 
advertisement copy. We hasten to say something 
worthwhile, and it is this. If the buying of 

process blocks, electros and stereos of a consistently 
above-average standard is your concern, then you will 
do well to consult Gee & Watson, whom you will find to 


be helpful and interested in your requirements. 

Gee & Watson, 111 Shoe Lane, London, E.C.4. 

Fleet Street 6555 20 lines. 

Northern Office 4 Chapel Walks,Manchester 2.Blackfriars 4660. 


Process Engravers. Artists and Photographers. Typesetters. 
Electrotypers and Stereotypers. 


See 
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(Cpe curious by-product of 
the current vogue for the 
revived 19th-century Egyptians 
and Clarendons in advertising 
typography has been a renewed 
trend towards the use of fac- 
simile typewritten copy. 

Several advertisers during 
recent weeks have confined them- 
selves entirely to typewriter 
presentation—for example, the 
Miles Griffin Rotair insertions 
in ADVERTISER'S WEEKLY—and 
used in moderate doses and 
handled with skill it must be 
admitted that the resulting 
impression of breathless urgency 
can be very convincing indeed. 

Most typewriter - typography 
advertisements are non-illustrated. 
but those from Miles Griffin 
exploit the dramatic light and 
shade contrast between the type- 
written composition and heavy- 
weight cameo-style artwork. The 
moral. of course, is that, given a 
sufficiency of skill and imagina- 
tion, it does not really matter 
which type you use—or even no 
type at all. 

+ * * 


THE NATIONAL Radio Show 
brought in train its habitual 
deluge of hard-hitting press 
advertising —- but with little 
enough evidence of any concen- 
trated attention having been 
devoted to the problems of cata- 
logue-style presentation during 
the intervening 12 months. 

The annual headache of adver- 
tisers and their agents in this 
competitive field has been 
further complicated by the need 
of most manufacturers to divide 


for ral 
there's 
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TYPOGRAPHY IN ADVERTISING 


How to create that sense 


of breathless urgency 


their press insertions between two 
distinct product ranges—sound 
and vision receivers—and an in- 
creasing proportion of them seem 
to be dodging the issue with two 
distinct campaigns. 

Ferranti Ltd. and their agents 
have faced up squarely to this 
particular dilemma by employing 
a simple but ingenious variation 
of artwork technique as a con- 
trast between radio and television 
sets illustrated in the same adver- 
tisement—see the example repro- 
duced here from’ the Daily 
Express. 

Typographically, this campaign 
has followed Ferranti’s recent 
partiality for Sans No. 7, with 
subsidiary display elements in 
Grot. No. 9 and text composition 
in Plantin 110. 

The introductory display lines 
using Sans 7 italic—or a highly 
convincing hand-drawn imitation 
in lieu—makes excellent use of 
limited space with its sloped set- 
ting and the angle has been very 
wisely adjusted to bring the italic 
back squarely to the vertical axis. 


V 
0 bi it! 


FERRANT! BIG PICTURE W 


16 Ot oe 
ererrrer 


Tt 1 oe 


Scriptor gives high 


== praise — for _ the 

Lis, § ani mei os Ferranti press ad- 

‘ . vertising campaign 

karen wore ws Bub because, in his 
gene dene sree ma wate Writs for deta bom view, some very 

: omen et instructive ty po- 


. graphical virtues 
fF, 

fp are to be found 
— within it. 


Walkers 


(showcards) (IRitegy 


_ MANCHESTER ad 


By SCRIPTOR 


[his particular campaign and 
indeed all recent Ferranti press 
advertising deserves close study 
for some very instructive typo- 
graphical virtues. 


Sans No. 7 is by no means a 
foolproof display face to man- 
cuvre in large spaces, but its use 
on behalf of Ferranti radio and 
television demonstrates that with 
an adventurous approach plus 
sound composition detail it can 
be depended upon to hold its own 
in direct competition with the 
heavier Grots. 


* * * 


RECENT GRANADA TV Network 
press advertising, in ADVER- 
rISER’'S WEEKLY has been pro- 
viding a classic demonstration 
of “Chancery” handwriting. 
The example reproduced here 
shows the versatile flexibility of 
the approach—always presuming, 
of course, that the necessary co- 
operation is forthcoming between 
copywriter and typographer. 


The really essential factor, 
typographically speaking and 
apact from the necessary adjust- 
ments to the copy, is that the two 
degrees of reading priority shall 
be distinguished in at least two 
different ways—and for prefer- 
ence, three. In the example 
shown, there is distinction by 


size, by weight, and by contrast 
between upper-and-lower case 
and caps. 


* * * 


THe aGency of C. R. Casson 
Ltd. were responsible for an 
example of outstanding interest 
which appeared recently in the 
advertisement columns of ADVER- 
TISER'S WEEKLY and is repro- 
duced here. 

Its basic approach is simple 
and artless enough, but the 
sensitivity of its leading and 
internal spacing and the hand- 
ling of its generous margins lift 
it straight to the top flight of 
typographical performance. 
This is surely the kind of 

approach calculated to persuade 
creative men and women whose 
gifts have hitherto lacked just 
_4ppreciation that the tide has at 


= 


SepTeMBER 7, 1956 


You there! 


No, not you, Mr. Average-to-good 
c opywniter 


nor you, Mr Run-of the mill Designer 


YOU! 


if You're a ceally firsi-clas 
Copywriter or Designer 
(and please be objective about it 
CRC want you—and offer you 
the kind of salary you expect 
good working conditions, and 


C-R'C 
want you 


Write first to the Secretary, 
C. R. CASSON LIMITED. 


6 ALDPORD STREET. Wi 


“Of outstanding interest” is how 
Scriptor has described this 
advertisement. 


last turned in their favour—and 
to persuade advertisers that here 
is an agency in which only the 
very best available talent is good 
enough. 


GRANADA NORTHERN INDEX 


On Fridays 


TT ‘rea people 


are at Home 


BETWEEN 7 SO « 


I i710, 000 p watching Tv* 


pe 
 « CRANABA TY NETWORK 


Recent advertisements from 


Granada TV Network have 
heen commended by _ Scriptor 
for their handwriting approach. 


CENtral 4965/6/7 
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Setting for Selling , 
Van Heusen 


MADE IN ENGLAND 
When discerning men buy shirts, appearance 
doesn’t count for everything—comfort and non- 
shrinking qualities coupled with fine materials are 
equally important. 

Van Heusen shirts are good shirts with an inter- 
national reputation for style and quality. We 
think that the displays which we have designed 
and produced are worthy of them. 

Large quantities of these collapsible displays are 
being despatched by us to all parts of the Globe. 
For good design, superlative printing and keen 


prices decide on Priestleys, the masters of display. 
MADE FOR LASTING WEAR 


® PRIESTLEYS of Gloucester 


COMMERCIAL ROAD, GLOUCESTER. TELEPHONE: 22281-4. 22 BUCKINGHAM STREET, LONDON, W.C.2. 
TELEPHONE: TRA 4277-8. VICTORIA BUILDINGS, 32 DEANSGATE, MANCHESTER 3. TELEPHONE: BLA 3851. 
70 CAROLINE STREET, BIRMINGHAM 3. TELEPHONE: MID 0528. AND AT CARDIFF AND CHELTENHAM. 


” Ve | “S 
BALLOONS 


WILL A soaring sales chart 
LIFT een ee a5 is the natural reflection 


of soaring ‘“ GARTEX”’ 


YOUR be s med 

“4 say Balloons. This medium, so 

SA LES trifling in cost, gives such 
pleasure that it has a unique 


talent for influencing people 
e “ and winning friends. Of 
course you will see the 
Balloons are “ GARTEX"’ 


/ for long life, good colour 
a and clean overprinting. 


-_=s Pt ewe & Ff 


' YOUNG & FOGG RUBBER CO. LTD., 
Wimbledon, London, 8.W.19. 


Telephone : Cables: 
LIB. 6281 (6 lines) Rubbadip, London, S.W.19, 
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‘Advertiser’s Weekly’ Market Research Team investigate 
the nation at leisure and find that 


Indoors and outdoors the 


boom in pastimes goes 


WE have travelled a long 

way since those days 
when the majority of men and 
women devoted the main part 
of their waking hours to work 
—although the conditions des- 
cribed by Charles Dickens in 
A Christmas Carol and the 
enactment of Lubbock’s Bank 
Holiday Act, providing for 
Statutory Bank Holidays in 
1871, are, in terms of years. 
only a short time ago. 

Today, with the working day 
becoming steadily shorter, and 
with the almost universal opera- 
tion of the five-day week, the 
time available for leisure pursuits 
1s greater than hitherto (and is 
likely to become still greater in 
the future). It provides growing 
scope for the industries engaged 
in meeting the needs of a popula- 
tion with more time and money 
to spend on leisure and for the 
journals which specialise in 
sperts, hobbies and pastimes of 
all kinds. 

A Victorian or an Edwardian 
would have been dumbfounded 
to read the contents of a recent 
survey made by the British Travel 
and Holidays Association. It 
was estimated that last year about 
25 -million people—or rather 
more than half the population of 
Britain—took holidays away 
from home. Britons taking their 
holidays in this country, accord- 

to the report, spent £400 
million. It was further estimated 


that 1.6 million people visited the 
Continent on holiday—an _in- 
crease of 10 per cent on the pre- 
vious year. 

The use of leisure can be 
divided into two broad groups, 
though each at times overlaps 
into the other, comprising out- 
door and indoor pursuits. Statis- 
tics are not available for many 
of the different spheres of 
activity, but the aim of this re- 
view is to trace, at least in out- 
line, recent developments which 
put the phenomenon of the new 
leisure into perspective. 

Let us take a look first at out- 
door pursuits. 

Nobod 


y has been able to 


A crowded scene in one of London's ballrooms. 


on 


assess with accuracy the num- 
ber of anglers in Great Britain. 
Some estimates put the figure 
as high as four million; others 
suggest only one million. But 
whatever it is, all manufac- 
turers of fishing tackle agree 
that during the past few years 
there has been a marked in- 
crease in the volume of sales of 
angling equipment. Added 
weight is given to this claim by 
the fact that in 1954, for the 
first time, production of such 
equipment exceeded £1 million. 
In a review of this length, it is 
not possible to comment fully on 
all the outdoor sports and pas- 
times—cricket, tennis, association 


Dance News photo. 


Dancing clubs are 


flourishing all across the country and interest in the hobby has 
benefited by the televising of major contests. 


SEPTEMBER 7, 1956 


and rugby football, hockey, golf, 
croquet and many others—but 
may it suffice that, according to 
the Board of Trade returns, the 
output of the industries catering 
for sports and games during the 
year ended October 31, 1955, was 
at the record level of £9.1 million, 
an increase of £850,000 on the 
previous year. 

More than half the output was 
for export, but home demand 
was increased by nearly £400,000 
and totalled over £54 million. Of 
the extra £400,000 in output. 
more than three-quarters was 
accounted for by skates, fishing 
tackle, gym apparatus and play- 
ground equipment, although 
there was only a small increase 
for golf, tennis and football, and 
a small decrease for cricket, 
hockey and bowls, 


Growth of shooting 


Turning to the field sports, 
there are now more people shoot- 
ing in Britain than ever before 
and during the past 10 years 
wildfowling has become an 
increasingly popular sport. The 
formation of wildfowlers’ asso- 
ciations in many parts of the 
country, open to all who wish to 
join, has resulted in an increased 
interest in the sport. 

Another outside hobby which 
has grown enormously during the 
post-war years has bey hm 
sailing, which, in turn, has 
resulted in greater activity on the 
part of small boat builders 
throughout the country. 

There are estimated to be 
nearly 250,000 yachtsmen, of 
which about 175,000 are re- 
ported to be dinghy sailors, and 
adherents to the sport are still 
increasing. 

About 750 sailing clubs are 
registered with the Royal Yacht- 
ing Association, of which some 
400 are dinghy sailing clubs, com- 
pared with 250 in 1946. New 
clubs, according to reports, are 
currently being formed at the rate 
of about 30 a year. 


@ Continued on page 34 
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Birds 


are the most widely kept pets 


Comprehensive coverage of 
the entire field 


It’s no flight of fancy. Birds are now the 

most popular pets with dogs in second place! 

A more widely-known fact is that CAGE BIRDS covers the 
entire feathered field for bird lover and aviculturist. 
With a circulation exceeding 80,000 and a wide 

general appeal it is a potent, low-cost sales 

medium for every type of goods and service. 

A trial will prove its pulling power. 

The Advertisement Manager is at your service. 


Net sales in excess of 80,000 weekly 


Cage Birds 


DORSET HOUSE, STAMFORD STREET, LONDON, S.E.I 
WATERLOO 3333 (60 LINES) 


Piggery-Jokery . 


The gentle Elia regales us with a melancholy tale 

which describes the tragic fate of a family of pigs, 

overtaken by fire, immolated therein and con- 

sumed thereafter. He gives us a glimpse of an 

epigurean, but sadly impractical, oriental 

society, making a habit of domestic incend- 

iarism as a means of enjoying the supreme 

pleasure of roast pork — and crisp crackling. 
We smile sympathetically but with a tinge 

of superiority. Not for us such wasteful and 

roundabout processes. We have evolved 

better ways of attaining our ends. We 

have, for instance, the GRANT to 

give us, quickly and painlessly, 

crisp and tasteful layouts which 

would otherwise take hours of 

heart-burning to achieve. 

Today, in layout work, there is 

only one way to scale down or 

enlarge illustrations ...no 

more eye-strain ...mno more 

elaborate preparation.* With 

a GRANT to help us, work goes 

ahead like a house on fire, but 

without casualties. The Grant 

Production Co. Ltd., 4 Rathbone 

Place, London, W.1 (Museum 

8717), 47 Cornwall Street, 

Birmingham, 3 (Central 4131) 

and 7 Little Park Street, 

Coventry (Coventry 64978) 


*Vincent Steer. =e on the 
GRANT, in the “Small 
Offset User." 
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Twenty-four per cent 
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of BIRMINGHAM 
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are readers 
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BIRMINGHAM’S OWN SUNDAY NEWSPAPER 
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THERORTHERN W 


AND BELFAST POST 


LEET STREET | 
DONECG 
E: FLEET 9179 - 


eo 


Kates and Detai/s from 


I| 


PHO 


iF YOU 
possess 
require 


EAD OF 
ani st 


E: BELFA 
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Skater, Skier and Ice Hockey Player pho 


SAating (indoors and outdoors) has gained many adherents because 
of the considerable publicity given to successful British stars (including 
Erica Batchelor seen here in action) at international events. 


The advantages of the sport 
are its low costs, and some 
authorities estimate that after the 
initial cost of a dinghy—a 12-foot 
racing craft complete with sails 
can be bought for about £150— 
provided most of the maintenance 
and repairs are carried out by the 
owner, the running costs are very 
low 


To some extent, running costs 
depend on accessibility to open 
stretches of water, but in this 
respect the ubiquitous motor car, 
to which a small trailer is added, 
together with the easy portability 
of the dinghy, have helped to 
make the sport far wider spread, 
both geographically and by in- 
come group. 


Interest in boats 


The extent of the hobby was 
forcibly demonstrated by the 
great public interest shown at the 
first National Boat Show at the 
end of 1954, when there was an 
attendance of 120,000. Despite 
an increase in the space at the 
1955 event, it was all fully 
booked, and attendance reached 
an even higher figure. There is 
little doubt that the next event 
will do even better. 


The popularity of motoring and 
of motor cycling, together with 
the various sports attaching to 
these hobbies, such as road- 
racing, trials, ‘hill-climbs and 
speedway racing, has long been 
established—although for the 
ordinary motorist the ever-grow- 
ing congestion on the insufficient 
road system of this country has 
tended to detract from the former 
pleasure of touring in Britain. 

Based on the number of private 
motor cars with current licences 
(which in 1955 was well over 
three million, as against nearly 
two million in 1938) the number 
of motor car and motor cycle 
drivers is higher than ever before. 
Indeed, the percentage increase in 
expenditure on private motoring 


and cycling between 1954 and 
1955 was 30 per cent. An illu- 
minating item of the last annual 
report of the British Travel and 
Holidays Association was that 
road travel has become the most 
used form of holiday transport, 
being used in 1955 by 67 per 
cent of travellers. 


Popularity of scooters 


A more recent development 
during the post-war years has 
been the growth in the number 
of motor scooter enthusiasts. 
Motor scooters had a brief spell 
of popularity in the °20s, but 
today there are a number of 
English-made models available, 
in addition to those manufactured 
abroad or under licence in this 
country, which, in fact, pioneered 
the post-war fashion. 

How many machines are in 
use is not known, but early in 
1955 at least 60,000 were 
reported to be on the roads. 
These were mainly Italian 
models and now, in some 
instances, their owners have 
formed clubs similar to those 
existing for the various makes 
of motor car and motor cycle. 
Another outdoor interest which 

has grown in popularity in recent 
times has been caravanning. Apart 
from sites on which large num- 
bers have been installed, either 
for use as permanent homes or 
for holidaymakers (there are said 
to be over 2,200 holiday sites in 
the United Kingdom), the number 
of caravans privately owned has 
continued to increase. Accord- 
ing to the annual production 
figures published by the National 
Caravan Council, there has been 
an increase, between 1954 and 
1955, from 11,400 to 12,200 
caravans, although of the latter, 
total exports numbered 850. 

Equally, the adherents of 
camping have added to their 
numbers, and an indication of the 
widespread interest is provided 
by the sales of camping equip- 


@ Continued on page 35 
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SELLING 
good quality 


products for 
cyclists who 
buy and use 


THE BEST 


then you are one of the 


FIFTY NATIONAL 
ADVERTISERS 


of 
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Accessories 

@ Clothing 

@ Camping 
Equipment 

@ Books 


@ Cameras 
and Films 


@ Health 
Foods 
and Drinks 


@ Air, Sea and 
Rail Travel 


WHO REGULARLY 


o 
JOERBAL OF THE CYCLISTS TeeRTES cue 


Published without a break since 1878 


3 Craven Hill- London W2 


| development of 


HOBBIES, SPORTS AND HANDICRAFTS 


Cycling, diving and record 
playing enjoy the boom 


ment, which in 1955 were some 
20 per cent better than in 1954, 
and the growing number of camp- 
ing sites and of members of the 
Camping Club. There are some 
1,500 sites registered with the 
club and membership has risen 
by roughly a quarter in the last 
two years to a figure of about 
21,000. 

Of much older establishment, 
of course, is the hobby of cycling, 
which provides an interest for the 
leisurely tourist, for the younger 
generation in the form of cycling 
clubs, and also for the racing en- 
thusiast. Production of cycles for 
the home market has continued to 
increase and the following 
monthly table of deliveries to the 
home market provides an indica- 
tion of the extent of their use: 


1952 
1953 
1954 
1955 
1956 


A relatively new development 
in another branch of sport, in 
this case of the aquatic kind, is 
that of underwater swimming 
equipment. It is reported that 
there has been a phenomenal 
growth in the sales of such equip- 
ment as flippers, masks, etc., in 
the past two years. 

It would be cavalier to leave 
outdoor hobbies without a refer- 
ence to gardening, which enjoys 
a widespread interest throughout 
Great Britain. 

The interest is catered for by 
about 20 firms, and while pre- 
cise estimates of the value of 
garden seeds sold in this coun- 
try are not available, one esti- 
mate has put it at over £3 
million, of which, for climatic 
and other reasons, about one- 
half by weight are imported. 
Turning to indoor hobbies, 

there exists a wide field of 
activities. In addition to the 
well-known interests of cards, 
chess and similar games, there 
has been a marked revival in the 
last few years in the demand for 
gramophone records. The new 
interest has been stimulated in 
part by the current craze among 
the younger elements of the 
population for the “crying 
crooners” and additionally (and 
to a much greater degree) by the 
microgroove 
long-playing records. 

Production of all types in 
1955 was of the order of 60 
million discs, a new record and 
comparable to 50 million in 
1954. In terms of value, pur- 
chases in the UK were corre- 
spondingly higher at about 

eight per cent above the £12 

million recorded in 1954. 


Motor Boat photo. 


Moving about the water in all 

sorts of boats is how more and 

more people are spending their 

week end leisure time and 
holidays. 

Sales of radiograms rose by a 

similar proportion at the end 

of March this year. 

Table tennis has progressed by 
leaps and bounds. In 1954-56 
there were 110 leagues affiliated 
to the English Table Tennis Asso- 
ciation. By 1955 this number 
had swollen to 349 leagues 
embodying 8,000 clubs. 

Another hobby which has 
experienced a steep increase in 
popularity is photography. 
Although from the point of view 
of the manufacturer the main 
demand for films and accessories 
has been—in the past—in the 
summer, there is now a growing 
interest at other times of the 
year. This has been stimulated 
by considerable advertising and 
by the introduction last spring of 
the capless flash bulb and the 
advent of faster films. 

One of the largest retailers of 
photographic goods in the coun- 
try, Boots, showed sales of flash- 
bulbs in 1955, according to 
reports, about 80 per cent higher 
than in 1954. Overall sales of 
photoflash bulbs in the UK last 


year afe believed to have been | 


about nine million, 
with 1} million in 1951. Another 
factor in the increase in this 
hobby is the availability of 
colour films to the amateur. 

In July this year there were 
two interesting exhibitions cover- 
ing the development of cinema- 


@ Continued on page 36 
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The prosperous west country 
is your land of opportunity. 
Particularly the Bath area, where 
a wealth of light industries, a 
large professional and leisured 
community, and a thriving tour- 
ist trade are set in some of the 
richest agricultural land in 
Britain. 

The Bath Chronicle, giving 
you positive blanket coverage of 
this compact * pocket of pros- 
perity ’ for only 10/- per s.c.i., 
deserves its place on any 
schedule intended to cover the 
west. It’s the only evening paper 
printed and published in Somer- 
set, and sells 14 copies for every 
household in the city, besides 
having a big circulation in West 
Wilts and North Somerset 
through the Branch Offices at 
Trowbridge, Chippenham, 
Devizes, Radstock and 
Keynsham. 


It’s a useful test-medium, too, 
because all classes are repre- 
sented in the area which it 
covers so completely. 


You can’t cover the West 


¥ Bath « WILTS 
Chronicle « verao- 


ESTABLISHED Tee 


* Not to mention the three weeklies which 
reach the prosperous West Countryman at 
week-ends when he has the time to read 
them:—SOMERSET GUARDIAN, WILT- 
SHIRE NEWS & BATH WEEKLY 
CHRONICLE. Get full details from S. H. 
Roberts, 134 Fleet Street, , B.CA, 
Arnold Ellis, Cromford House, * Market 
om, Manchester 4, or Head Office, 33 
Street, Bath. 
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6d. weekly ABC Jan.june, 1956 96,633 


€D Trout and Salmon 


Is. GA. monthly ABC Jan.june, 1956 11,205 


NEWSPAPER HOUSE, PETERBOROUGH. Tel. 3232. 
London—8, Breams Buildings, E.C.4. CHAncery 4175 
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A £20,000 APPROPRIATION 
LARGELY WASTED 


— and here’s why! 


Messrs. Blank planned a big campaign—down to the last 
detail. Yet it flopped. All those brains and that effort— 
and money—largely wasted. 

Why? Because, to drive the nail finally home, they had 
only a semi-efficient, untrained sales force; a force which 
was crude by comparison with what it could be. 

Messrs. Blank is a mythical firm. But there are many 
Messrs. Blanks doing, in greater or lesser degree, 
exactly that; firms who are unconsciously unfair to both 
their Ad. Managers and Agents. 

Is yours one of them? Can you honestly say that the 
efficiency of your sales force is geared to that of your 
advertising? Remember! All your advertising, all your 
effort, depends finally upon the man who actually calls 
on the customer. 

If you have the slightest doubt about your answers to these 
questions, send the coupon below to see how you can 
gear your sales force to your efficiency in advertising. 
You owe it to yourself! No obligation whatever. Just 
clip the coupon! 


Please send me details of your intensive 4-day PRACTICALIT 
Course in Modern Salesmanship. 


NAME 


NATIONAL SCHOOL 
OF SALESMANSHIP 
LTD. 

Head Office: 

Name of Firm National House, 

Manchester 2 
Poe London Office: 
Danes Inn House, 
265 Strand, W.C.2 
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‘Do-it-yourself?’ movement 
gathers more adherents 


Angling is one of 
the sports that 
have enormously 
gained in  popu- 
larity since the end 
of the war. Big 
advances in equip- 
ment sales have in 
consequence taken 
place. 


Angling Times photo. 


tography in technique as an art 


| form and as an entertainment— 


including the amateur sphere 
during the past 60 years—namely 
the Kodak Exhibition and the 
Observer Film Exhibition. 

Stamp collecting is a_ long- 
established hobby and a lucra- 
tive one; the 38th Philatelic 
Congress of Great Britain was 
held in Brighton in June this year. 
Although philatelic societies are 
complaining of falling attend- 
ances and dealers bewailing a 
drop in_ turnover, reputedly 
because of the competition of 
television, the London stamp 


| auction season last year closed 


showing an increase of nearly 
£100,000 on the previous season. 


Looking and listening 


Mention of television leads 


| naturally to a reference to listen- 
| ing and viewing habits. 


One 
authority, writing at the end of 


| May this year, stated that for 
| every 10 persons who listened to 


sound radio three or four years 
ago, about seven listen today. 


| The same writer, after referring 


to the spectacular rise of tele- 
vision, pointed out that the 
average owner now spends nearly 
two-fifths of the total evening 
time in which programmes are 
transmitted sitting and 


erent pastime 
which numbers millions of 
adherents is dancing. It is the 


the cinema, year in and year 
out, can claim more patrons. 
The official Board of Ballroom 
Dancing was established in 
1929, and under its rules 200 
championships are judged and 
awarded every year. 


eEVERY READER OF... 


HOME-MADE i/- MTHLY. 


GADGETS 


(9th_year) 
IS A POTENTIAL BUYER OF 
@ANYTHING 


Rates from: Home-Made GADGETS 
Magazine. 
Kingsbury, London, N.W.9. COL. 3360 


However, the most striking in- 
crease in any hobby since the war 
has been in the “do-it-yourself” 
movement. It is clearly a symp 
tom of the labour shortage and 
its rising cost. Undoubtedly the 
increase in the number of handy 
men owes its origin to this factor 
A survey published in 1954 
showed that 80 per cent of the 
people interviewed decorated the 
interiors of their own homes, 
while 60 per cent undertook the 
exterior decoration as well. At 
the last two International Handi 
crafts, Homecrafts and Hobbies 
Exhibitions attendance was about 
10,000 daily, and the specialist 
journals have been catering for 
the growing interest, while many 
of the large stores have opened 
do-it-yourself departments. 

The activities of the people 
interested cover a wide range 
and to give some idea of the 
extent of the growth it is of in- 
terest to record that wallpaper 
manufacturers estimate that as 
much as 70 per cent of their 
sales may now be taken up by 


Distribution of paint 

Paint manufacturers estimate 
that about 75 per cent of the in- 
terior paint used for decorating is 
sold through retailers. Some 75 
per cent of the output of electric 
paint strippers goes to the retail 
trade and the 1954 survey indi- 
cated that 87 per cent of house- 
holders paint and decorate their 
own furniture. 

To sum up, the growth on a 
national scale of leisure activities 
is a modern phenomenon with 
endless possibilities for the future. 
By 1975 or earlier we may be 
living in the era of the four-day 
week; furthermore, the advent of 
the automation age may mean a 
change from manual to brain 
work for an increasing number of 
wage earners. It is not unreason- 
able to anticipate that a combina- 
tion of more leisure time with a 
greater urge for education will re- 
sult in an ever-expanding interest 
in cultural and other leisure-time 
pursuits. 
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dd ia BOOKS H FER Predominant in 


je oT 


A challenging gauntlet is flung 
down with the publication of 
a startling volume 


Has advertising come to 
stay ?—a bold forecast 


N the last century, Dr. John- 

son wrote in the pages of 
the Jdler that “the trade of 
advertising is now so near per- 
fection that it is not easy to 
propose any improvement.” 

Quoting this statement, William 
Stead, Jnr., in his book,* com- 
ments: “Dr. Johnson, it is to be 
feared, would be considerably 
surprised, hot to say disconcerted, 
if his shade could revisit its 
ancient haunts in this last decade 
of the 19th century.” 

How surprised, is suggested by 
the author's description of the 
interior of the agency’s building 
in Queen Victoria Street, a build- 
ing which Mr. Stead proudly pro- 
claims to be “one of the great 
nerve centres of the world.” Here 
are described and illustrated the 
work of its multifarious depart- 
ments: newspaper filing, electro- 
type store room. moulding and 
battery rooms, checking depart- 
ment, colonial and foreign de 
partment, studios and many 
others. 

How honest Sam Johnson 
would have scratched his wig at 
reading this: 

“IWustrations form a_ very 
important part of modern ad- 


*The Art of Advertising, by William 
Stead, Jar., published by T. B. Browne, 
Ltd 


Nore: The Art of Advertising 
appeared in 1898. 


vertising. The time has gone 
by when illustrations can be 
ignored by the advertiser, or 
when woodcuts made by car- | 
penters will satisfy the public 
taste.... If a wood block is | 
required, the firm employs men | 
whose whole time is devoted to | 
wood engraving. Many of the | 
illustrations, however, are pro- | 
duced from process blocks. | 
Here, again, the firm is well 
abreast of the times. On the | 
roof is to be found a studio 
with gigantic cameras and 
electric light, so that a picture 
can be reduced or enlarged at 
any time of the day or night 
irrespective of the weather.” 
Very widely known 
Not surprising is it that, with 
these resources, Messrs. Browne’s 
advertisements for Bird's Custard 
Powder, Cadbury’s Cocoa, Hud- 
son’s Soap, and Pear’s Soap | 
(reproduced in this journal) are | 
known, and their products used, | 


far and wide. | 
The opening chapters are | 
devoted by Mr. Stead to justify- | 
ing—if - justification were still 
needed in this year of grace, 
1898—the role of advertising in 
society. With all due reverence 
he claims our beloved Queen | 


Victoria as “a royal advertiser | 


—probably the best-advertised 
person in the Three Kingdoms. 
@ Continued on page 38 
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This display—which discloses some of the lesser known facts about 
the BEA—is to be seen at the exhibition now on at London Airport 
to celebrate the corporation's 10 years of existence. 
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BETTER LOOKING 
LONGER LASTING 


Neat and attractive. 

Available in a wide range of colours. 
Made of Swiss material, it will not . 
crack im use. 


Holds the pages firmly yet allows 
them to be opened to their fullest 
extent. 


Send for samples to : 


SPIROLLO LTD. 


MORLEY HOUSE 
314-322 REGENT STREET LONDON Wl 
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Regina Studios 


SILK SCREEN PRINTERS 
IN ADVERTISING 


66 WALDECK ROAD, 
LONDON, W.4 


Chiswick 3359, 1789 & 6718 ; 


~ 


QUALITY 


AND 


journal, 


Mechanieal World 


ENCINEERINC 


RECOROD 


Undoubtedly one of the best” media 
for reaching the buyers of technical 
products; this widely read engineering 
ublished monthly, 
essential for every technical advertiser. 


Send for free specimen copy 
and rate card... 


EMMOTT & CO. LTD., 31 KING STREET WEST, MANCHESTER 3 
LONDON OFFICE: 50 TEMPLE CHAMBERS, TEMPLE AVENUE, E.C.4 


MW 14 


WE SUPPLY 
U.S.A. CATALOGUES 


OF PRODUCTS SIMILAR 

TO YOURS. FROM 

U.S.A. COUNTERPART 
FIRMS 


YOU tell us what products and cata- 
logues you are interested in—we obtain 
and send them to you. You receive 
from 50 to 200 catalogues per year—also 
price lists, sample products, sales 
bulletins, etc. Free descriptive bulletin 
sent on request. 


ESTABLISHED 30 YEARS 
CONTINUOUS CATALOGUES SERVICE 


Dept 3F, 684 Broadway 
New York 12, N.Y., U.S.A. 


We have a few choice territories open for 
representation. 


—3 out or 4— 


Retailers 
ORDER AND READ 
the independent trade Journal 


NATIONAL NEWSAGENT 
BOOKSELLER, STATIONER 


By far the largest net sales 


Send for details and rate card 
Advertisement Manager, 
N.N. 


149, Fleet Street, E.C.4 
Tel.: CiTy 2604 (5 lines) 
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A volume that will fill 


SEPTEMBER 7, 1956 


the ad man full of hope 


... The Royal Standard is essen- 
tially an advertisement, and in 
itself no bad substitute for the 
sandwich man. _ It is at once 


more effective and more con- 
spicuous.” Advertising, he 
claims, is universal and the 


| advertising agent can no longer 


| 


be looked upon as the undesir- 
able person it has been the 
fashion in the past to regard him. 


Incontrovertible opinions 


The author has much that 
cannot be gainsaid on the sub- 
ject of pictorial advertising. Why 
is “Bubbles” the most widely 
known of English paintings? 
“The reason is obvious. Messrs. 
Pears saw it as an excellent 
advertisement for their soap.” It 
is because Messrs. Browne 
“scattered their pictorial adver- 
tisements all over the world” that 
such works of art as “The Dirty 
Boy” and “Shaving Monks” are 
now known to all. 

It is perhaps in the third sec- 
tion of the book, dealing with 
the growth of press advertising, 
that the most remarkable pro- 
gress is registered : “Since 1855 
only 43 years have elapsed; but 
whereas every person, on an 
average, saw a paper only once 
a quarter in 1855, he now reads 
one at least once a week.” 

A table shows that of the 26 
daily papers in the metropolis 
on January 1, 1899, the Daily 
Telegraph came first with 48 
columns containing 2,356 adver- 
tisements, followed by the Daily 
Chronicle with 40 columns of 
2,153 advertisements. 


Growth of magazines 


As for magazines, a few years 
ago, we are told, the magazine 
public could have been summed 
up in tens of thousands; today it 
is reckoned by the million. Tit 
Bits, Answers, and Pearson's 
Weekly, together with their in- 
numerable minor imitators, reach 
a class of the community which 
the advertiser has found particu- 
larly remunerative. In a single 
year the advertising pages of 46 
selected magazines are worth 
£164,000 to their proprietors! 

It is interesting to note that 
Mr. Gladstone confessed that he 
subscribed for the English editions 
of magazines for his wife and the 
American editions for himself be- 
cause he wished to read the 
American advertising. “It inter- 
ests me as reading; it interests me 
on account of the high character 
of illustration; and it is one of 
my means of gauging the material 
prosperity of the country.” Inci- 
dentally the book reproduces in 
facsimile a card from the Grand 
Old Man paying a tribute to the 
Advertiser's ABC and Adver- 
tisement Press Directory, pub- 
lished by Messrs. T. B. Browne, 
Ltd., some 12 years ago. 


In the closing chapter Mr. Stead 
pleads for the freedom of adver- 
tising : 

“The Englishman regards the 
right of a Free Press as one of 
his most cherished privileges. 
He has an equal right to Free 
Advertisements, and to place 
restrictions on the latter is as 
absurd as to curtail the right 
of public criticism.” 

This, surely, is a sentiment 
which every advertising man will 
applaud. Provided, of course, it 
fs understood that free advertise- 
ments have to be paid for. 


a facts of 
Latin America 


The Latin American Markets, com- 
piled by J. Walter Thompson Com- 
pany, published by McGraw-Hill 
Publishing Co., Ltd., price £6 15s. 


XPORTS and re-exports 
from the United Kingdom 
to Latin America last year 
totalled £115,100,000. This 
great and developing market is 
of special importance to British 
manufacturers because 14 out 
of the 20 Latin American re- 
publics are dollar countries. 
Until now there has been no 
single work of reference contain- 
ing all the information needed 
by businessmen to sell, advertise 
or invest in any part of Latin 
America—plus the West Indies, 
to which Britain sold goods worth 
£74,700,000 in 1955. 
Now there is such a book; it is 
a complete and up to date survey 
prepared by economists and inter- 
national trade experts attached to 
the J. Walter Thompson Com- 
pany. Here are a few of the 
current trends which it describes: 
Annual rate of population 
growth is high: 2.25 per cent. 
The area already has 173 mil- 
lion people, eight million more 
than the United States. By 
1980 the total is expected to be 
more than 300 million. 
Industrial output of the 
Latin American countries has 
increased by 65 per cent since 
the war. There are as yet no 
well-balanced industrial econo- 
mies, but there is plenty of 
opportunity for their develop- 
ment, Agriculture in general 
badly needs modernisation. 
Obstacles to the economic 
development of Latin America 
are deficiencies in communica- 
tions and transport; fuel and 
power; technical training; and 
capital at reasonable rates. 
The volume covers in detail 
30 market areas, and it is a 
work of the greatest value to all 
those who do business in Latin 
America, who plan to do so, or 
who are considering this great 
area as a new field of expansion. 
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With nearly 90 years’ experience SMITH, DALBY-WELCH 


can make your salesmen’s lot a lot easier 


“Cold prospects’ are not limited to the polar regions. 
They live behind every door where your name is not 
known. You can save an immense amount of your 
salesmen’s time and energy by warming their ‘prospects’ 
up for them through DIRECT MAIL. Three shots of 
Direct Mail, judiciously planned and timed, followed by 
personal calls before the prospects have had time to cool 
off—and the percentage of orders ‘in the bag’ should 
warm even your heart. 


11-12 HALF MOON COURT + LONDON E.C.1 


After nearly 90 years, we understand the theory and 
practise of Direct Mail pretty thoroughly. Our advice 
at planning stage is yours for the asking. Our compre- 
hensive, up-to-the-minute mailing lists are at your 
disposal, and no one is better equipped than we are to 
handle the ‘mechanics’ of the job: duplicating, 
addressing, enclosing, mailing—all done accurately and 
to time. May we send you a copy of our booklet ‘ Direct 
Mail through S.D.W.’ ? 


If you would like to see a Direct Mail House in 
action—please telephone us. We welcome visitors. 


SMITH, DALBY-WELCH LTD 


POSTAL ADVERTISING CONTRACTORS 


ESTABLISHED 1868 


* TEL: MON 9671 (5 LINES) 
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ADVERTISER'S WEEKLY 


A.B.C. 


Advertising in AUSTRALIA? 


You can secure a blanket coverage of South Australia through :— 


ADELAIDE NEWS 


—the only evening newspaper. 
Distribution Metropolitan. 


ADELAIDE SUNDAY MAIL 


circulation over 217,000. The largest newspaper 
circulation in South Australia. 


A.B.C. circulation over 117,000. 


IN WESTERN AUSTRALIA 
Use the PERTH SUNDAY TIMES 
I —A.B.C. circulation over 120,000. 


London Office : 
34/40, Ludgate Hill, E.C.4. Phone : City 2784 
F. A. SMYTH, Representative. 


FOOTBALL 


CHARLES BUCHAN’S 


MONTHLY 


THE WORLD’S GREATEST 
SOCCER MAGAZINE 


Advertisement Manager—ALAN E. ELLIOTT, 
c/o Hulton Press Ltd., 43/44 Shoe Lane, London, E.C.4. 


Sole Agents : 

OVERSEAS PUBLICITY & 
SERVICE AGENCY LTD., 
29, Oxford Street, W.!. 
"Phone : GER 0737 8. 


CYPRUS | 
MAIL 


The leading Cyprus daily 
for English speaking people. 
Goes by air to Beirut and 
the Persian Gulf. Local 
correspondents. 


P.O. Box 334 
Nicosia 


29 Oxford St., W.1. 
Ger : 0737 


WARNES 


DIRECT MAIL SERVICE 
LONDON’S SPEEDIEST MAILING 
SERVICE. in today—out tomorrow 
Ask our a pace vo mag 
to call. Keen quotat lo - 
Yan Collections. 8191 /2/3 

WARNES, 10, Station Parade, $.W.12. 


Trade journals and popu- 
lar magazines to cover the 
entire Australian market 
obtainable from:— 


AUSTRALIAN 
TRADE PRESS AGENCY 


LIMITED 


130 CRAWFORD STREET, 
LONDON, W.1 


TEL.: HUNTER 0341/2 


gm 
R. P. GOSSOP LTD. 


@ Artists’ Agents @ 


36, CARTER LANE, E.C.4 
CENTRAL 6950 
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A favourable market that 


demands eareful research 


USTRALIA holds some 

delayed action surprises 
for the advertising man and is 
a dire warning against the 
value of a quick survey. 


The general English atmo- 
sphere and the  well-know 
Australian loyalty to the Ol 


Country, can easily give a first 
impression that Sydney or Mel- 
bourne is a smaller version of 
London. There is no equivalent 
to London in any sphere and 
Canberra, the capital of this 
country within focus, has a popu- 
lation smaller than that of any of 
the Australian State capitals. 

But the greatest surprise is the 
lack of press outlets. 

There is no equivalent of 
ADVERTISER'S WEEKLY—not even 
a combined magazine for press 
and advertising. There is no 
equivalent to the Financial Times 
and no national press of any 
type. A survey is unheard of 
and would be pointless. You go 
in the, not an, evening paper and 


| each trade or technical field is 


covered by one publication only. 
An accounts executive is very 


| much a one-man band. 


Position of radio 


In the United Kingdom one 
thinks of radio as a big operation, 
not to be undertaken lightly and 
never available for advertising. 
In Australia, on the other hand, 
thinking is conditioned by what 
is known of American radio—and 
an off-peak spot announcement 
can be bought for 28s. A quarter 
of an hour by someone with an 
established following can be had 
for about £60. One station will 
sell some evening time at £60 an 
hour. 

The result of these condi- 
tions is that any good one- 
man retail business can afford 
radio time. Obviously, the 
biggest fault in this system is 
that good professional super- 
vision would cost more than 
the time and consequently 
there is very little of such 
supervision. 

One example will provide a 
vivid illustration of what is 
meant. 

One of the better known female 
announcers had just finished 
extolling the virtues of an electric 
radiator and she was carrying on 
a chatty ad lib to finish out the 
period. The advertisers were no 
doubt congratulating themselves 
on the fact that this was one of 
the coldest days so far this year. 
The lady finished up with a 
cheery “Well, that’s all, ladies, 
I'm off to a cosy hour in front 
of my lovely log fire.’ And that 


was followed by one of the 
longest short silences ever heard. 
And then came a feeble “but only 


FOCUS OW 
AUSTRALIA 


ICKING 
apples 
gether Australia has more than 


Australian 
for canning. 


pine- 
Alto- 


40 canneries and they 
approximately six million cases 
of fruit a year. More than half 
of the canned fruits imported into 
the United Kingdom come from 
Australia and expanding demand 
for such goods has meant a 20 
per cent increase in the produc- 
tion of containers, 


produce 


until I can buy my new Blank 
electric radiator, of course.” 

The Homes Exhibition was 
recently held and is Victoria's 
nearest equivalent to the Ideal 
Home at Olympia. But it is, of 
course, on a much smaller scale, 


Week-end crowds 


Daytime attendance is neg- 
ligible, but the show is moder- 
ately packed on a Friday or 
Saturday night. The opening day 
has no significance whatsoever. 
It is generally accepted as the day 
on which you put the finishing 
touches to the stand. Electrical 
wiring is normally completed 
only two days after the show 
opens. 

Although a stand does not 
confer the prestige associated 
with Olympia or Earls Court, it 
nevertheless has a real selling 
value and probably more of a 
lasting effect than has a very 
much bigger and better show 
on the sophisticated London 
population: “I saw it at the 
Homes” is a phrase one hears in 
@ Continued on page 4! 
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WINES 


ON pARS D 


in the 


This display gained top award in the retail store contest organised 
United States by the Wine Advisory Board. 


Display contest sends up 
sales of California wine 


WINE SALES increases ranging 
from 11 to 1,200 per cent were 
enjoyed by retailers who partici- 
pated in the Wine Advisory 
Board’s national “California 
Wines on Parade” display contest. 
Wines with light snacks of cheese 
and crackers was the theme on 
which the contest was based. 

Of the 518 retailers who replied 
to the WAB’s questionnaire ask- 
ing what effect the contest had 
had on their California wine 
sales, 153 reported increases of 
between 11 per cent and 25 per 
cent, 155 reported increases 
between 25 and 50 per cent, and 
74 retailers said that they had 
sales increases between 51 and 
100 per cent. A total of 36 
retailers reported increases of 
over 100 per cent in the two-week 
period, and one man claimed a 
1,200 per cent increase. 

Wholesale salesmen’s answers 
showed much the same trend. 
Among the 77 replying to the 
questionnaire, 28 reported sales 
increases ranging from per 
cent to 25 per cent, 21 told of 


increases from 26 to 50 per cent, 
and the balance cited gains rang- 
ing from 50 to 300 per cent. 


Special week drive 


The greatest wine-selling drive 
of the year opens on October 13 
and will last for a week. Styled 
“National Wine Week,” the WAB 
will alone spend more than half a 
million dollars to boost the wines 
of California nationally. The 
sales drive will be aimed particu- 
larly at increasing consumption 
in the home and the slogan will 
be “Spark up mealtime with Cali- 
fornia wines. 

Television viewers in 20 major 
markets will hear the jingle 
“Always ask for the wines of 
California” in a series of one- 
minute cartoon and real action 
spots. Magazine advertising will 
consist of a three-months’ series 
in five journals with a combined 


readership of about a quarter of | 


the nation. AH the press adver- 
tisements will use the “Spark up” 
theme. 


FOCUS ON AUSTRALIA - continued 


Australian shops throughout the 
year. 

Prices of space are somewhat 
fluid, but about 25s. per square 
foot is the ground floor price, 
with gallery stands approximately 
half price. Admission is 2s. (Aus- 
tralian) adults and sixpence for 
children. Total attendance for 
the 14 days this year was rather 
under 200,000. 

At the time of writing prepara- 
tions are now in hand for the 
State Fair—the first to be held in 
Victoria. Estimated attendance 
stands at 200,000 and the plans 
look promising. An appropria- 


tion increase of £A9,000 over the 
“Homes” 


appropriation has been 


promised although it is not 
known what proportional increase 
this represents. A promise of an 
earlier start to the promotion has 
been given (the “Homes” pub- 
licity definitely started too late to 
work up maximum interest), A 


number of the biggest names have | 


already committed themselves, 
but so far it is far from certain 


that all the space will be taken | 


up. 

Incidentally, there are no purely 
stand-fitting companies and no 
independent stand 


designers. | 


Even the best of stands bear the | 


mark of the shopfitter or domestic 
architect. 


ADVERTISER'S WEEKLY 


THE NEW SCIENTIST 


a new weekly to bridge the gap between 
the scientist and the business man 


ADVERTISEMENT REPRESENTATIVE 
REQUIRED 


Please write, giving details of experience, to 


THE MANAGING DIRECTOR, 
THE NEW SCIENTIST, 
CROMWELL HOUSE, FULWOOD PLACE, 
HIGH HOLBORN, 


Telephone: Holborn 7555 


Publishers: 
Harrison, Raison, and Company Limited 


W.C.1 


A Group of eleven weekly news- 
papers covering a compact area of 
1,000 square miles in Beds., Herts. 
and Bucks. Prosperous agricultural 
acreage and industrial centres, rich 
with work and teeming with spend- 
ing power, give a concentratior of 

ulling power that is exceptional. 
wd produced by the Group in 
test campaigns have been an eye- 
opener. 


GET THE FACTS TO-DAY FROM 
WILL KITCHEN jnr. LTD. 


HOME COUNTIES 
\EWSPAPERS GROLP 


A.B.C. Net Sales Jan. june 140,285 


PER / TRADE 
S/COL = FLAT 
INCH RATE 


Represented in London by 
WILL KITCHEN, Jnr. LTD. 
131 Fleet Street, E.C.4. Fleet St, 1960 


Head Office LUTON. Phone 5050 
Advertisement Manager: C. W. Gilder 


Commercial Art & Photography 
Terminus 8770/0073 


MONEY AT HOME 


is the only magazine in this country 
devoted to profitable hobbies. It is an 
essential medium for advertising craft 
materials, knitting machines, sewing 
machines, furniture kits, rug-making 
kits, typewriters, “‘club"’ agencies, 
football pools, mushroom spawn, 
handicraft tools, and correspondence 
courses. The page rate, on a series 
basis, is as low as £21. 


Rote Card and Specimen Copy from:— 
PROJECT NEWS LTD. 
12 Meer St., Stratford-upon-Avon. 


INVESTOR'S’ CHRONICLE 


The only financial weekly 
withan ABC net sales certificate 


26,779 JAN—JUNE 1956 


HARROW 
BILLPOSTING 


COMPANY 
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COSIMO DE’ MEDICI (1389-1464) 
“Uncrowned king of Florence”, Cosimo 
brought to full power the European network 
of commerce and finance — amongst the first of 
its kind — which his father had initiated. The 
drawing is after a cast in the British Museum. 
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A commonwealth where the independent 


resources of each unit are integrated 


, z ALBERT E. REED &€ CO. LTD 
with the massive reserves of the centre... Aylesford Mills, Tovil Mills and Bridge Mills, Maidstone 


THE LONDON PAPER MILLS CO. LTD * EMPIRE PAPER MILIS LTD 


here is the ideal picture of THE SUN PAPER MILL CO. LTD * REED CORRUGATED CASES LTD 
MEDWAY PAPER SACKS LTD + BROOKGATE INDUSTRIES | 1p 
HOLOPLAST LTD * REED FLONG LTD 


industrial strength POWELL LANE MANUFACTURING CO. LTD 


E. R. FREEMAN & WESCOTT LTD * REED PAPER SALES LTD 


Head Office: 105 Piccadilly, London, W.1 
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THE GRAPHIC ARTS 


—a weekly news survey 


an . . 
Swiss Fair site 

Grapuic 57, the international 
fair of printing and allied trades 
which will run from June 1 to 
16, 1957, in Lausanne, Switzer- 
land, is to occupy one of Europe’s 
most up-to-date exhibition centres 
—the grounds and buildings of 
the Swiss Autumn Fair. 

Covering a wide natural terrace 
that overlooks the city of 
Lausanne and the Lake of 
Geneva, the fair grounds consist 
of well over a million square 
feet. The vast halls and pavilions 
surround landscaped gardens. Of 
the surface provided by the halls 
alone, about 350,000 square feet 
have already been taken up by 
leading European and overseas 
manufacturers. : 

This remarkable response 1s 
due mainly to the international 


Improved off set 
press 


The new, improved model of | 
the ATF Chief 24 Offset Press 


which was first shown at the Paris 
Exhibition earlier this year is now 
available to British printers. The 
British agents, Price, Service & 
Co., Ltd., also state that the 
Swedish manufacturers have de- 
cided to drop the ATF from the 
title. In future the machine will 
be known as the Chief 24. 
Most noticeable of the im- 
provements made to the press, 
which takes a sheet size of 18 in. 
by 244 in., has been the intro- 
duction of an enclosed design. 
Besides improving the look of this 


The Chief 24 now has an improved 
enclosed look. 


very compact machine, this has 
made it easier to keep clean and 
safer to operate. 

Other improvements are: the 
top inking roller—the Chief 24 
has twenty—is now fitted with a 
handle so that it can be lifted 
while the press is running when 
the operator wishes to add more 
ink by hand; a sheet-holder has 
been introduced at the delivery 
end to allow the operator to take 
off individual sheets for inspec- 
tion while the press is running ; 
and running speeds can now be 
raised from 0 to 6,000 i.p.h in 
eight stages. 


for Graphic 57 


One of the exhibition halls at 
Lausanne, Switzerland, which will 
be used for “Graphic 57.” 


character of Grapuic 57, though 
the exceptional facilities offered 
by the modern Lausanne exhibi- 
tion grounds have no doubt also 
played their part. 

Space and facilities are more 
than adequate to accommodate 
the exhibition’s various sections, 
which fall into three main 
groups: 

MACHINES AND IMPLEMENTS: 
Typography, offset, lithography, 
heliogravure, aniline, silkscreen 
printing, photo-engraving, book- 
binding, cardboard and paper 
manufacture. 

PAPERS AND INKS: A compre- 
hensive display, featuring the 
latest advances made in the field 
of papers and inks; also plastics 
used in printing. 

FINISHED Propucts: An inter- 
national collection of outstand- 
ing items of printed matter— 
advertising, posters, colour 
calendars, art books, etc. 

SPECIAL PAVILIONS: These are 
reserved for subjects such as 
research, professional training 
and advertising art work. 

For visitors’ convenience the 
Lausanne fair grounds also have 
large restaurants, a bar, club 
room and rest rooms, and for the 
gourmet and connoisseur, a grill 
room and wine cellar. 

Facilities for congresses in- 
clude large and small conference 
rooms, a 700-seat cinema and a 
recently completed theatre with 
a seating capacity of 1,800. These 
facilities, especially the theatre, 
will be used for the Ninth Inter- 
national Congress of Printing 
and Allied Trades, which will 
be held concurrently with 
Grapnic 57. The International 
Congress convenes once every 
three years, and is organised 
by the International Bureau 
in London. Since it coincides 
with the Ninth International 
Congress, GRAPHIC 57 enjoys an 
even greater importance. 


New chairman... 

. . . Of Martin J. Slattery & 
Son Ltd. (Ludlow and Elrod 
system) is Miss Bridget M. Walsh, 
who was previously managing 
director of the company. Henry 
J. Harrison, previously a director, 
is appointed managing director. 


Unions press for 
bigger increase 


Reliable reports state that 
the members of the nine 
printing trade unions—seven 
affiliated to the Printing and 
Kindred Trades Federation, 


gineering 

fied with the Newspaper Pro- 
prietors’ Association’s recent 
proposals for an increase in 
pay. (Details given in ADVER- 


lieved to have passed a reso- 
lution asking for a bigger pay 
increase than that offered— 
and their new proposals were 
passed to the NPA. 

The employers’ reply has 
now been received by the 
unions who are meeting next 
Tuesday to consider it. 


Agents asked to 
aid salvage 


The Institute of Practitioners 
in Advertising has been asked to 
remind its members of the 
arrangements made with the 
Controller of HM _ Stationery 
Office during the war to assist the 
Government in the salvage of 
electro and stereo metal used for 
Government advertising. 

The arrangements were that 
publishers sold for salvage all 
electro and stereo metal used for 
Government advertising which 
was not required for re-use and 
sent the proceeds to the Institute 
which, in turn, remitted the 
money to the Treasury. 

Agencies which sold metal 
used for commercial advertising 
and Government advertising were 
asked to estimate the amount 
applicable to Government adver- 
tising and send the appropriate 
amount to the Institute. 

The Stationery Office wants to 
salvage as much metal as pos- 
sible, and agencies concerned are 
being asked to co-operate. 
Further details can be obtained 
from the secretary of the IPA. 


Sereen printer’s 


5-country tour 


H. Ashford Down, managing 
director of Display Craft Ltd., 
who is attending the International 
Convention of Screen ws in 
Amsterdam, will travel on after 
wards to Hamburg, Copenhagen, 
Malmo and Oslo. At each of 
these centres, visits will be made 
to leading screen. printing fac- 
tories, and at the request of the 
Danish Serigraphers’ Association 
at Copenhagen, an illustrated lec- 
ture will be given on “The 
Industry with a Future—Twelve 
Reasons Why.” Mr. Down will 
be accompanied by his co- 
director, Herbert E. Down, and 
by Ernest A. Down. 


ADVERTISER'S WEEKLY 
@ Continued from page 7 
AA’s plans for 
helping students 


To ease this pressure courses 
were now to be provided at the 
Catford College of Commerce, 
the Clapham Junction College of 
Commerce, and Ealing Technical 
College and School of Art in ad- 
dition to present study facilities. 

He emphasised that all intend- 
ing students should register with 
either the AA or the IPA before 
presenting themselves for enrol- 
ment at a college. 

the anticipated 200 
students who are expected to 
enrol in the new student year, Mr 


“In these days of increased 
competition it is essential that 
those selling advertisement space, 
no less than those in agencies or 
advertising departments, should 
be equipped with a thorough 
understanding and knowledge of 
the advertising business.” 


20 per cent successful 


Giving details of the number 
who have obtained the Associa- 
tion’s Diploma, he revealed that 
of the 3,000 students who have 
registered since 1930 only some 
20 per cent. have completed suc- 
cessfully the course of studies. 

Some of these 600 Diploma- 
winners now held the highest 
posts in the advertising profes- 
sion. 

The Diploma was recognised 
by employers, he said, on all sides 
of advertising, as evidence of a 
sound all-round basic theoretical 
training. “And I would like to 
thank,” said Mr. Thielé, “all those 
employers who have encouraged 
their staff to take these examina- 
tions.” 


New final exam 


Under the Association's new 
regulations those who have com- 
pleted the intermediate and final 
examinations for membership of 
the Institute may now proceed 
direct to the final examination 
for the Diploma, 

This new final examination 
comprises four papers, one each 
on marketing and market research 
and two papers on campaign 
planning. The course of study 
for this may be completed in one 
year—and it is expected that 
some members of the Institute 
will wish to sit for this final 
examination in 1957. 


Students’ meeting 


A meeting of all registered 
students of the Advertising Asso- 
ciation and the Institute of Prac- 
titioners in Advertising will be 
held in the Lancaster Room, 
Caxton Hall, Westminster, S.W.1, 
at 6.30 p.m. on Monday, Septem- 
ber 24. The meeting will be 
addressed by the chairmen of the 
education committees of the two 
sponsoring bodies. 
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An Alphabet 
of 
Household 
Names 


Part | 


<4-—- -— 


A.E.|. Lamp & Lighting 

Ada Washing Machines 
Aero Zipp Fasteners 
Alkathene (I.C.1.) 

Allinson’s Bread 

Ascot Gas Water Heaters 
B.M.K. Carpets 

Bacon Information Council 
Bendix Washing Machines 
Bibby (Trex) 

Alfred Bird & Sons (Certo) 
Borwick's Baking Powder 
Bradford Dyers’ Association 
Brooke Bond 

Bulpitt (Swan Brand) 

Butter Information Council 
Canned Foods Advisory Bureau 
Cannon Cookers 

Chivers 

J. & P. Coats (Sewing Threads) 
Cotton Board 

Creda Cookers 


—and they 


all use 


Home Economies 
the mass-influence 
medium 

ee @ 


al . 
Home Economics 
AND DOMESTIC SUBJECTS REVIEW 


92a Kensington High Street 
London, W.8. 


Western 9856 (4 lines) 


A BAG-PIPER 
WANTED 


A SMALL ad in that fruitful 
source of human-interest stories, the 
Personal column of The Times, 


| caught my eye on Wednesday. It 


read : 

“Sure-footed Scottish bag-piper— 
preferably with waterproof kilt— 
wanted as volunteer for unique and 
worthwhile occasion on evening 
September 8 in Central London. 
Competent volunteers please ring 
MAY fair 9181.’ 

Although I haven't the above 
credentials I rang, and soon Foote, 
Cone & Belding Ltd. PR man 
Dick Paget-Cooke was explaining 
the whys and wherefores. 

He placed the advertisement as a 
stunt to whip up interest in a very 
worthy cause, the Infantile Paralysis 
Fellowship, whose second national 
swimming gala is to be held at 
7 p.m. tomorrow (Saturday) at Sey- 


| mour Hall Baths, Marylebone. 


There will be 110 competitors, 
men, women and children, with one 
thing in common—all are polio 
victims. They reached the national 
gala by winning earlier events at 
regional galas. Many of them, Dick 
told me, are virtually incapable of 
moving until they are actually in 
the water. 

The Countess of Mar and Kellie 
will present the prizes—hence the 
idea of the piper, for it might be 
appropriate, should one turn up, for 
her to be piped into the gala. 

Incidentally, and Dick was very 
quiet on this point, but I feel it 
should be recorded: FCB have been 
the Fellowship’s PR advisors and 
executives, without fee. for the past 
three years. 


A happy week 


HE announcement last week of 
the appointment of Robert Adams 
as advertising manager of Ford 
Motor Co., Lid., ‘was made, by 
happy coincidence, in the same 
week that he was married. 

His bride was Miss Valerie Sim- 
mons, of Penn, Wolverhampton, 
and the wedding took place on 
August 25. 

Mr. Adams has other strong ties 
with the Midlands, for he was edu- 
cated at Bromsgrove Schoo! and 
Birmingham University. He joined 
Tube Investments Ltd. in 1949 and 
worked in advertising with the Her- 
cules Cycle and Motor Co., Ltd. 

Still another tie with the Midlands 
is the fact that his parents live at 
Blakedown, near Kidderminster. 
Mr. and Mrs. Adams are now on 
honeymoon but Mr. Adams expects 
to oo in the office by Septem- 
ber 1 


Tough sign jobs 


HEAR that British Railways 
(London Midland Region) are re- 
newing, with a vitreous enamel 
sign, the name-plate on one of their 
stations in Anglesey, North Wales. 

Nothing remarkable? I agree— 
but spare a thought for the publicity 
department, or whoever had to pre- 
pare the sign, for it will be at that 
famous village generally known as 
Lianfair. It will now be identified 
by passengers—in full—as Llanfair- 
p wi lgwyngyligogerychwyrndrobwil- 
llantysiliogogogoch. 

The name, as you might know, 
signifies “the Church of St. Mary in 
a hollow of white hazel near to a 
rapid whirlpool and to St. Tysilio’s 
Church, near to a red cave.” The 
sign is 20 ft. long 
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In conversation at the annual sales conference of Batchelor 
Blackpool last week were (left to right): 


chairman; 
& Belding Lid.; 


Peas Ltd. at 
Lt. Col. Maurice W. Batchelor, 


Brian MacCabe, chairman and managing director, Foote, Cone 
F. W. Sadgrove, 


sales director of Batchelors; and 


Gordon Boggon, vice-chairman, Mather & Crowther Lid. 


In the wars 


AFTER having been literally in the 
wars, B. E. Kent is now metaphoric- 
ally in the wars. Returning from 
holiday in France in July, be had 
the bad luck to break his leg in a 
Channel collision. It is now in 
plaster, and he is likely to be im- 
mobile for about three months. 
This has put paid temporarily to one 
of his recreations, golf, but not, I 
hope, to the other, painting, at which 
he is good enough to have been a 
regular contributor to the City of 
London Art Exhibition for the past 
few years. 

Mr. Kent has been with Allen & 
Hanburys since 1924, after qualifying 
as a pharmacist. Since 1926 he has 
been respon- 
sible for the 
company’s 
home and 
overseas ad- 
vertising, and 
has _ travelled 
widely in its 
interests. 

His contri- 
bution to the 
advertising 
movement is a 
distinguished 
one. He is 
the only foun- 
der member of 
the Audit 
Bureau of Cir- 
culations still 


B. E. Kent 
serving on its council, and was its 


chairman for 1939-41. A member 
of the executive committee of the 
Incorporated Society. of British Ad- 
vertisers for nearly 30 years, he was 
its chairman in 1942 and 1943; and 
he is a Fellow and council member 
of the Incorporated Society of 
Advertising Consultants, and Fellow, 
council member, dnd past president 
of the Incorporated Advertising 
Managers’ Association. 

| said that he had been literally 
in the wars.’ In the first world war 
he served in Gallipoli and France 
and was commissioned to the 
Cheshire Regiment. In the second 
he commanded the 11th County of 
London Battalion, Home Guard, 
was appointed by the Army Council 
a member of the Territorial Asso- 
ciation and Air Force Association 
of the County of London. 

* * * 

a al J i e 
Pure unrelated participle is a 
grammatical error frequently per- 
petrated by copywriters, who surely 
should know better. C. Harris, of 


Harris Bros (Gazette) Lid., Feather- 
stone, Yorks, has noticed a prime 
example. He writes 

“On the odd ocasions when I go 
to the seaside I like to park my car 
on the front and try to guess the 
trade or profession of the passers- 
by. This game has been partly 
spoilt for me since | read in an 
advertisement in a recent issue of 
The Motor: ‘Self-adjusting with 
large angular movement, most 
manufacturers know that Thompson 
means safety.” No need for me now 
to guess who are manufacturers, I 
can tell them at a glance!” 

Hew often one sees and hears 
adjectival phrases wrongly placed 
next to words that they don't 
qualify, e.g.: “Cheap, durable, and 
pneumatic, women just love Blob- 
bo’s Bedding.” One merely has to 
invert this sentence (ic. alter the 
order of the words without altering 
the meaning) to see how comic this 
is: “Women, cheap, durable, and 
pneumatic, just love Blobbo’s Bed- 
ding.” 


Barber praises TV 


AN odd commendation of com- 

mercial television was given to me 

the other day by my hairdresser. 

He said that the effort to read the 

wording on the commercials was 

making his son good at spelling! 
* * * 


I KNOW that there have been. 
and are, longer editorships, but con- 
gratulations to F. S. Joelson, who 
is shortly to begin his 33rd year as 
editor of East Africa and Rhodesia. 
He founded the paper, and has been 
with it ever since. 


CONTACT 
WEEK'S WISECRACK 


~ 


“No, our new pilot scheme 
is not for the Suez Canal.” 
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PUBLICATIONS IN THE NEWS 


Medical journal 
doubles mailing 


Modern Medicine of Great 
Britain, the monthly controlled cir- 
culation magazine for doctors, ts to 
increase its mailing list from 10,000 
to 22,000 with effect from the 
January 1957 issue. Advertisement 
rates are to be increased by 57 per 
cent; a single insertion full page 
will be priced at £55. 

* * ~ 

On Wednesday the Daily Tele- 
graph published in book form the 
Test Match reports of cricket corre- 
spondent E. W. Swanton. It sells 
at 2s. 6d. 

” * 7 


The Daily Express is sponsoring 


a floodlit international athletics 
meeting at the White City on 
Wednesday. 

* * * 


The bi-monthly Motor Cycle & 
Cycle Export Trader (Associated 
Iliffe Press) is to publish two 
special numbers in consecutive 
months covering the London Motor 
Cycle & Cycle Show in November— 
a “Forecast & Programmes” num- 
ber, dated November and a “Show 
Reference” number, an extra issue 
dated December. 

* - * 

A 28-page carpet supplement on 
art paper is included in this week's 
issuc Of Furnishing World. 

~ * ia 

To help publicise the advanced 
technical design of British passenger 
road transport vehicles, the monthly 
Bus & Coach (Associated Iliffe 
Press) is to devote an extra annual 
issue, making 13 in all. entirely to 
the subject. The “British Design 
for 1957" number of Bus & Coach 
will be published in November. 


Onward, ever onward 


Onward, published by the Con 
servative and Unionist Central 
Office, is now on sale at 6d. on the 
book-stalls in a new size and format. 
It is edited by Guy Schofield, who 
was formerly editor of the Dail) 
Mail. Print order has gone up from 
35,000 to 60,000, but the advertising 
rates remain the same at £60 per 
page. pro rata for smaller spaces. 
with series discounts. 

+ - 

Distinctive Publications Ltd. have 
acquired The Pet Trade Journal 
from Musson Publications Ltd. 
For the time being there is to be 
no alteration to the advertising or 
subscription rates. 


Ad Man’‘s Diary 


Monday. September 10 


ADVERTISING CHRISTIAN GROUP 
Creative Workshop, St Bride's 
Church, Fleet Street. 6.30 p.m 


Thursday, September 13 

REGENT ADVERTISING CLUB First 
meeting of the Advertising Motoring 
Club. 6 p.m 

Friday, September 14 

REGENT ADVERTISING CLUB tombola 


evening (Proceeds for NABS) 
7 p.m 

INCORPORATED ADVERTISING MANA- 
GERS' ASSOCIATION Midlands 


Branch visit to ATV Studios for 
‘Hit the Limit” show 7 p.m 
INCORPORATED SALES MANAGERS” 
ASSOCIATION, Ireland branch meet- 
ing. Dr. Louis P. Smith on **Buy- 
ing and Selling for Agriculture."’ 


The September SBAC Show 
Number of Aeronautics is a record 
issue with a total of 240 pages. 
This special number is timed for 
the Farnborough Air Display. It 
carries 148 pages of advertisements 
41 of which are in colour. This 
will be the 6th successive year 
that the Show Number of Aero- 
nautics has exceeded the previous 
year’s record number of advertise- 
ments. Aeronautics Special, the 28- 
page newspaper which George 
Newnes published for the SBAC 
Show last year, is again presented 
this year. Advertisement space 
for 1956, limited to 12 pages, was 
all reserved almost immediately. 
say Newnes, The newspaper was 
distributed on Tuesday morning. 
and carried the latest news of the 
Show, including full coverage of 
the Society of British Aircraft Con- 
structors banquet on Monday night. 


25th birthday issue 


The October issue of British 
Kinematography, the monthly 
journal of the British Kinemato- 
graph Society, will be a_ special 
number to celebrate the 25th anni- 
versary of the foundation of the 
Society Congratulatory messages 
have been received from prominent 
persons in public affairs and the 
film industry in this country and 
from the 35 countries throughout 
the world to which British Kinema- 
tography circulates. Advertisement 
rates have been increased this 
month—except for series orders— 
to whole page (special position) 


£17 17s.; normal whole page 
£13 13s. from £10 10s. 
* * . 


The fortnightly Motor Cycle & 
Cycle Trader (Associated Iliffe 
Press) will publish two special issues 
in consecutive weeks covering the 
Motor Cycle & Cycle Show, 
November 10 to 17—a show guide, 
on November 3, and an Earls Court 
number, an extra issuc, on Novem- 
ber 10. 

* 7 * 

Two boom issues of Home are to 
be widely advertised in the national 
and provincial press and by posters. 
The October issue will contain an 
“Easy money-saving by do-it-your- 
self” booklet inset. a “Quick-knits” 
pull-out supplement, a complete 
romantic short novel in a pull-out 
mini-book and the start of a new 
serial “Sweet Meadows” by Mary 
Burchell. The November issue will 
have a “Christmas cookery” book- 
let inset, a “Christmas do-it-your- 
self’ pull-out supplement and a 
short novel in a pull-out mini-book. 


Price changes 


From the September issue of 
Books of the Month, with which the 
price is to be increased from 1s. to 
Is. 6d.. the front cover is to have a 
new design An addition to the 
staff is Wing Commander A. M. de 
H. Bell. who takes over the adver- 
tisement representation. 

* * * 

Houses & Estates has gone up to 
9d. (previously 6d.) with effect from 
its September issue. Nature will in- 
crease its price to 2s. 6d. (now 2s.) 
with effect from first week in 
January. 

* ~ 

From next week's issuc, Sporting 

ie, is to be reduced to 3d. from 


fhative «Garten 


DECORATION BOK 


Me ter cerry comme at the ome 


The third in a series of Decoration 
Books compiled by House & Garden 
will be published this week-end at 
Ss. It contains a summing up of 
decoration trends of the moment, 
the theory and practice of colour 
and how to mix periods in furniture. 
“House & Garden Decoration Book 
No. 3,” as it is called, also contains 
a number of room decoration 
schemes, a glossary of furniture and 
decoration terms, and a bibliography 
of decoration books. 


* * * 


The Heating & Ventilating Engi- 
neer & Journal of Air Conditioning 
has been increased in size. It is now 
11 in. deep by 84 in. wide. The 
style of the front cover has also 
been changed and advertisement 
rates increased. Rates are now: 
Full page (six insertions) £25 5s. 
(formerly £16 15s.); half-page £14 
(£9 Ss.). 
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We Hear 


The English Country Cheese 
Council believes that its advertising 
campaign, for which £50,000 a year 
has been budgeted, has been respon- 
sible for the 22 per cent increase in 
consumption this year of English 
cheese. If the flow of milk holds 
at the end of the year the first 
national advertising campaign will 
be held in December. 

* 


* * 

J. Sharman Walker is handling PR 
for the recently returned Oxford and 
Cambridge Far-Eastern Expedition. 
BBC newsreel appearances of mem- 
bers of the expedition have been 
arranged and a documentary adver- 
tising film, suitable for ITA screen- 
ing, is at present being scripted. 

* * * 


Elizabeth Anderson (Press and 
Public Relations) has been ap- 
pointed to handle public relations 
for Scribbans-Kemp. 

* * 


* 

The Carlton Berry Co. Ltd. have 
been appointed representatives in 
this country for Praktische Energie- 
kunde, the technical journal of the 
High School of Karlsruhe, devoted 
to practical application of power 
and industry, and Vitalstoffe, the 
official journal of the Association of 
Nourishment Foodstuffs Re- 
search. Both are German journals. 


* * * 

Lines Bros. will hold their second 
individual Tri-ang Trade Fair at 
Park Lane House from February 20 
to March 1. It will have a floor 
space of 8,000 square feet, with over 
2,000 toys in 12 sections. 

* * * 

The Leslie Frewin Organisation 
Ltd. have been appointed to handle 
the Colony Restaurant's public 
relations. 


LABELS ’ 


SHOWCARDS . 


DISPLAY j 


BROCHURES 


POSTERS 


PACKAGING 


TCHARD & CO. 


LTD 


RCH Sin ideal 


Bi 
Ca 
3 — 6 
pe | \\ re 5 Te dt aE 
_ E J 7) |. 
| Sieh VIDE Qu CONsr +] ;\ S 
Ri iiie ALITY ppANT E 53) 
is eae PRINT NDEay 
eee vaWie., AND sp YOUR 
E. het nee sir. VICE 
| ee COLOUR PRINTING | 
meat Pi ze — 
y a 
Sei eneenpotetniel a WP, es 
a | A me: 
ee aaa Be. 
= TS sia 
| nA —€ 
ee  _ — — 
: WASS, PRI | 
LONDO 
ROYAL 7141-3 LINES 


ADVERTISER'S WEEKLY 


COMMERCIALS IN 
QUICK TIME 

George Jackson & Co., manufac- 
turers of Exclusive, the cigarette 
with gift coupons, instructed their 
agents. Don Earl Publicity Ltd., to 
prepare a commercial _ television 
spot for the London area at midday 
on Thursday, August 30. By mid- 
night on Friday the spot was com- 
plete. 

The spot was relayed from the 
London station during peak viewing 
time yesterday (Thursday) repeating 
today (Friday) and tomorrow, and 
again next week on Tuesday, Wed- 
nesday and Thursday 


Main press boost for 
Crompton lamps 


The main advertising scheme for 
Crompton lamps during the 1956-57 
season has been planned to achieve 
widespread impact by concentrating 
On Maximum repetiuion and cover- 
age in one main type of advertising 
medium—national papers and maga- 
zines. This includes national dailies 
and Sundays. Point-of-sale material, 
catalogues, etc., are also available. 
Agents are Notley Advertising Ltd. 


Nation-wide drive 
for garden peas 


A nation-wide advertising cam- 
paign for William P. Hartley Ltd.'s 
garden peas has started in the trade 
press. Full-page advertisements in 
full colour will be appearing in 
women’s magazines, and commercial 
TV spots from all three stations 
will also be used together with 
cinema filmlets. Agents are London 
Press Exchange Ltd. 


All-media drive by Macdonald’s for 


chocolate Penguin biscuits 


The biggest-ever campaign for chocolate 

Macdonald 
Colman, Prentis and Varley 
principal media, the campaign is built round the slogan 


launched this month by William 
through their agents, 


—Open your mouth!” 


Penguin biscuits is being 
and Sons (Biscuits) Ltd. 
Ltd. Using all the 
“Shut your eyes! 


and incorporates photographs of models of all ages 


on the point of biting into a chocolate Penguin 


chocolate » 


uin 


THYUST MACOONALOS TO GARE tHr 85ST Brecurty 


A copy of the full-page bled-off 
colour advertisement that appeared 
in “John Bull” last week for Mac- 
donald’s chocolate Penguin biscuits. 


PRIVATE 


The most compelling and lasting impressions 
are those received visually 


DESIGNED PRODUCTS LTD 


3rd FLOOR METROPOLITAN 
63 QUEEN VICTORIA STREET, LONDON, E.C.4 
CITY 4762-3 


BUILDINGS 


Spear-heading the campaign are 
full-colour pages in Picture Post, 
Illustrated and John Bull. The 
opening shot in the campaign itself 
set up a record—being the first 
bled-off page in full-colour that 
John Bull has ever carried for any 
advertiser. 


Large spaces have been booked in 
the big-circulation national dailies— 
half-pages, eleven-inch triples and 
thirteens across fives—to achieve 
maximum impact. These will be 
backed up by local press advertising, 
to ensure density of coverage. 

A series of 15-second spots has 
been booked on all three commer- 
cial TV transmitters—London, 
Midland and Northern—appearing 
throughout the campaign, nearly all 
of them at peak times. 


Singing commercial 

The spots make use of a singing 
commercial, the campaign slogan, 
“Shut your eyes and open your 
mouth!”’ being set to the tune of 
“Pop goes the weasel.” 

Scotland will be covered by 
cinema advertising, the films to be 
screened matching the commercial 
TV spots, but in full colour. An 
extensive schedule of outdoor poster 
advertising, utilising sites in all parts 
of the country, will also be used. 

Penguin display boxes have been 
redesigned to incorporate the main 
features of the press and TV adver- 
lising, and the drive to secure 
counter space for the display of 
Penguin will be reinforced by a 
broad-sheet. 
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THE AMAZING POSITIVE Bow 


In a new counter display for Poly- 
filla, the decorating product, the 
packet in the unit rotates on the 
nose of the decorator and the appli- 
cations of the product are illustrated 
by cut-outs inside the circles. The 
display was designed for Polycell 

Products Ltd. by Jon Peaty. 

Leather Institute 
publicity 

Orders for the largest-ever adver- 
tising campaign for sole leather on 
behalf of the Leather Institute have 
been placed by Allardyce Palmer 
Ltd. Advertisements will appear in 
the Radio Times (Scottish edition), 
Daily Express, Daily Telegraph, 
Times, Financial Times, Sunday 
Times, Mother, Mother and Home, 
Family Doctor, Nursery World and 
trade press. London Underground 
posters will also be used. 


Gas appliance firm 


use ‘Daily Mirror’ 

Large spaces have been booked 
by Lengleys and Hoffmann Ltd., for 
Cannon Gas Appliances, including 
a number of half pages in the 
Daily Mirror and leading provincial 
evening papers. The campaign will 
run from late September to early 
December 


CURRENT ADVERTISING AT A GLANCE 


Accounts 


DALTON SUPPLIES LTD., for 
David Macaulay Advertising Ltd. 

MIDDLETON TOWER HOLIDAY 
CAMP (TV advertising), for 
Wilson Advertising Ltd. 

STEREOGRAMS LTD., 3-D Photo- 
graphic Service, campaign = in 
Financial Times, Sales Appeal, 
ADVERTISER'S WEEKLY, Economist 
and photographic journals. 
STORY (FABRICS) LTD., cam- 
paign using colour pages starts 
soon. Accounts for Armstrong- 
Warden Ltd. 


Campaigns 


CANNON GAS APPLIANCES, 
using Daily Mirror and provincial 
evenings. (Longleys & Hoffmann 


Ltd.) 

LEATHER’ INSTITUTE, using 
national dailies, Sundays, maga- 
zines, trade press and London 
Underground. (Allardyce Palmer 
Ltd.) 

CARPET MANUFACTURING 
CO., LTD., using black and white 
and full colour advertisements in 
household magazines for Globe 
Axminster range. Cae Macau- 
lay Advertising Ltd : 

DUPRE VERMIC ULITE (EX- 


FOLIATOR) LTD. using full 
pages in household magazines for 
Micafil attic insulating material. 
(David Macaulay Advertising 
Ltd.) 

SPILLERS LTD., using large spaces 
in women’s magazines and spots 
on commercial TV for Albatross 
flour. (Armstrong-Warden Ltd.) 

WILLIAM MACDONALD & 
SONS (BISCUITS) LTD. using 
full-colour pages in Picture Post, 
Illustrated and John Bull, national 
dailies, local papers, commercial 
TV, cinemas, posters and point- 
of-sale material. (Colman, Prentis 
& Varley Ltd.) 

JUNEX OF SWEDEN, using 
Vogue and Vanity Fair for 
Tessina new three-quarter length 
coat. (Lucien Productions Ltd.) 

WILLIAM P. HARTLEY LTD., 
using women’s magazines, TV 
commercials, cinema filmlets and 
trade press for garden peas. 
(London Press Exchange Ltd.) 

CROMPTON PARKINSON LTD.., 
using national dailies, Sundays, 
magazines, and point - of - sale 
material for lamps. (Notley 
Advertising Ltd.) 

GEORGE JACKSON & CO., using 
comm=*rcial TV. (Don Earl Pub- 
licity Ltd.) 
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Make sure you feature 
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ADVERTISEMENT MANAGER GEORGE H. PHIPPS LUTTERWORTH PERIODICALS 4 BOUVERIE STREET LONDON €E.C.4 
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The World's most oacostal post-war airliner 
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Advertisements prepared at top 
speed appeared’ for Vickers- 
Armstrongs Ltd. on Monday in the 
“Daily Express’ and “The Times,” 
confirming officially that orders have 
heen received for eight more Vickers 
Viscount turbo-prop airliners. The 
advertisements were specially pre- 
pared to boost British aviation at 
the beginning of Farnborough Show 
week, and are in addition to Vickers 
general “Farnborough” advertising 
in other media. Agents are Techni- 
cal and General Advertising Agency 
Ltd. 


Prize trips to USA 

Philco (Great Britain) Ltd. 
have just launched a contest for 
their dealers in Great Britain and 
Northern Ireland. A  double- 
crown poster, in red, yellow, 
blue and black, prepared by T. B. 
Browne Ltd., is now in the hands 
of all Philco dealers, announcing 
that dealers who are credited 
with the most points for selling 
Philco products during a period 
of approximately four months 
will be taken by Philco on a free 
ten-day visit to USA in a BOAC 
Strato-cruiser. There they will 
attend the Philco USA distribu- 
tors’ convention. T. B. Browne 
Ltd. will judge the entries, and 
will also select the best window 
display shown during the period 
of the contest. The winner will 
also be invited to join the party 
for the USA. 


First IPR lunch 


Guest speaker for the first of 
the Institute of Public Relations 
luncheon meetings in the new ses- 
sion on Wednesday. September 
19, at 12.45 p.m., will be Hugh 
Cudlipp. director of the Sunday 
Pictorial Newspapers (1920) Ltd. 
He will speak on “Public 
Opinion.” 


TV group elect 
new officers 


for 1956/57 


The following officers of the 
Advertising Practitioners’ Televi- 
sion Group Ltd. have been 
elected for 1956/57: 

Chairman, L. Cox (Stuart 
Advertising Agency); deputy 
chairman, J. Fitzgerald (G. Street 
& Co., Ltd.); honorary secretary, 
C. A. Halson (Allardyce Palmer 
Ltd.); honorary treasurer, 
E. W. R. Galley (Stephens Adver- 
tising Service Ltd.). 

The other members of the 
council are: G. C. S. Cooper (7. 
Booth Waddicor Ltd.), M. Milli 
ken (C. R, Casson Ltd.), L. F. 
Stinton (Napper, Stinton, Woolley 
Ltd.), and L. . O'Farrell 
(Rumble, Crowther & Nicholas 
Ltd.). 

Richard Newcombe will con- 
tinue to act as honorary director. 


Store-bra_ link 
on television 


Two advertisers joined forces 
for their first appearance on com- 
mercial TV together on Tuesday 
in the magazine programme, 
“Girl with a Date.” The adver- 
tisers were Corsets Silhouette Ltd. 
and D. H. Evans, Oxford Street 
store. Promotion was for Little 
X, which Silhouette launched 
this week with what is described 
as “the biggest advertising cam- 
paign in the history of British 
corsetry,” and of which D. H. 
Evans are a leading stockist. 

The campaign began on Mon 
day, when throughout the country 
window displays appeared using 
display material supplied by 
Corsets Silhouette Ltd. London 
underground’ escalator panels 
were also used. 


‘Brighter reports’ aim 


Following an appeal for 
brighter and simpler financial 
reports by Sir John Braithwaite, 
chairman of the London Stock 
Exchange, Viscount Chandos, 
chairman of AEI Ltd.. and other 
leading industrialists, Publicity & 
Editorial Services Ltd. have 
formed a new division to under- 
take the production of financial 
reports and company histories. 

The new concern will trade 
under the name of Dacre Lacy 
& Associates. 


IPA branches to meet in Harrogate 


The Institute of Practitioners 
in Advertising’s joint meeting of 
the branches will be held from 
Thursday, October 4, to Sunday, 
October 7, at the Majestic Hotel, 
Harrogate, under the auspices of 
the Northern branch. 

An informal reception on the 
Thursday evening will be fol- 
lowed by business sessions in the 
morning and afternoon of Fri- 
day and an official reception, 


banquet and dance in the even- 
ing. Arrangements are being 
made to entertain the wives of 
delegates during the day. 

On Saturday morning there is 
another business session and a 
motor-coach trip in the after- 
noon, with dancing, bridge or a 
visit to the cinema in the evening. 

Attendance at this joint meet- 
ing is limited to members of the 
Institute's three branches. 
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CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT, 4s, per line, 45s. per display panel inch. 
APPOINTMENTS WANTED, 3s. 6d. per line, 40s. per display panel inch. All other 
classifications, 4s. 6d. per line, 50s, per display panel inch. Minimum, 3 lines. Box 
No. charge, one line plus Is. covering postage, etc. Series rates on application + all 
advertisements under seven insertions MUST BE PREPAID. Address ‘Advertiser's 
Weekly,” 180, Fleet Street, London, E.C.4. WATerloo 3388 (Ex. 25). 


APPOINTMENTS VACANT 


MARKET RESEARCH 


in the field. 


COLGATE-PALMOLIVE LIMITED, 
145 Charing Cross Road, W.C.2 


are seeking the services of a woman aged about 30 who has 
had some years’ experience of Market Research Investigations 


The successful applicant must show evidence of organising 
ability and leadership qualities as she will be required to take 
direct charge of a team of Investigators and to work with 
them. Residence in the London area is desirable although 
much of the work is carried out in the Provinces 


The commencing salary will be in the region of £550 p.a. 
plus the usual luncheon, travel and subsistence allowances. 
Apply in writing to the Personnel Manager. 


YOUNG EXPERIENCED ARTIST re- 
quired for studio of multiple concern 
Able to produce smart original layouts 
for press advertisements and publicity 
material. Write, giving particulars of 
age, experience and qualifications and 
state salary required, to 
Box 4427 Ad. Weekly 180 Fleet St EC4 


COMMERCIAL ARTIST to assist 
Stylists by the preparation of coloured 
drawings of motor-car bodies, in- 
teriors, etc., is required by a large 
Motor Manufacturer in the South 
Midlands. Good salary to right man 
Interesting work. pleasant conditions 
and good pension scheme Please 
apply. in writing, to 
Box 4428 Ad. Weekly 180 Fleet St EC4 


ARMSTRONG -WARDEN LTD. 


Need More Staff 
DESPATCH MANAGER 


To supervise messengers, 
organise internal distribution 
and take charge of usual 
postal duties. 


VOUCHER DEPT. 
ASSISTANT 


Young lady to check vouchers 
and act as occasional tempo- 
rary relief on P.B.X. Switch- 
board. 


SECRETARY /SHORTHAND 
TYPIST 


If you're a smart, competent 
shorthand typist who wants 
a more varied, interesting 
job this is for you. 


5 DAY WEEK GOOD CONDI- 
TIONS SOCIAL CLUB 


"Phone or write : 

The Secretary, 
Armstrong-Warden Ltd., 
69, New Oxford Street, W.C.|. 
TEM 6351. 


» 
| 
| 
| 


AN IMMEDIATE INCREASE in salary 
and improved prospects offered to 
experienced Advertisement Representa 
tive Apply Mr. R. Clive, Women's 
Wear News, 5 Barrett Street, W.1 


RESPONSIBLE POSITION open for 
first class Package Designer who has 
realistic views towards present day 
market trends 
Box 4311 Ad. Weekly 180 Fleet St BC4 


EDITORIAL LAYOUT. Assistant re 
quired in layout department of weckly 
technical journal Opportunity for 
junior with some experience and 
knowledge of layout and make-up 
"Phone Editor, Metalworking Pro 
duction, CENtral 0911 


STUDIO COROT requires artists 
General, Lettering, Retouching. Dia- 
dem House, Gt. Chapel Street, WI 
GERrard 5748 


MAYFLOWER STUDIO AND TRANS- 
ATLANTIC NEWS LTD. require 
another top-line Advertising and 
Fashion Photographer Also opening 


for first-class Contact Executive 
Write or ‘phone Howard Byrne 
HYDe Park 


1 Dover Street, WI 
S615 


VACANCY FOR 
PHOTO-RETOUCHER 


Large industrial organisation 
in the Midlands requires a 
photo - retoucher, preferably 
with experience in engineering 
subjects. Skill with air brush 
is essential; ability in hand 
lettering desirable. 


This is a permanency for the right 
person with entry to Staff 
Pension Scheme. 


Apply: 


Box 4241 
Advertiser's Weekly 180 Fleet St €C4 
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APPOINTMENTS VACANT 


ARTIST 
FOR 


RHODESIA 


Rapidly expanding Rhodesian Agency 
requires versatile young general artist. 
An exceptional opening for good all- 
rounder with studio experience 
Write in first instance, giving full 
details and enclosing specimens (which 
will be returned) to :— 


RHO-ANGLO PUBLICITY LTD. 
P.O. BOX 1185 
SALISBURY 
SOUTHERN RHODESIA 


ADVERTISEMENT REPRESENTA- 
TIVE. Reliable man required tor 
important trade and other publications 
offering excellent prospects Fleet 
Street area. Write fully 
Box 4437 Ad. Weekly 180 Fleet St EC4 


LIVE ADVERTISING MAN wanted to 
contact new and existing clients 
Should know production, campaigns. 
etc 
Box 4435 Ad. Weekly 180 Fleet St EC4 

THE AEROGRAPH CO., LTD., re- 


quire competent assistant to Advertis- 
ing Manager Direct Mail experience 
also important. Good prospects and 
non-contributory pension Give full 
Salaries earned and 
Written application only to 
Sales Manager. 47 Holborn Via- 
London, FE. ° 


\NOTHER LETTERING 
yuired with ability 
clean lettering 
phone for 


details» 

expected 
The 
duct 


Mating 


ARTIST 
produce 

Please write or 
appointment to ‘he 
Knighton Studios 153 Cheapside 
E.C.2. Monarch 2299 


ARTIST-DESIGNER. Display 
requires young man of ability 
salary ‘Phone: Park 6885 


to 


studio 
Good 


49 


CLASSIFIED ADVERTISEMENTS 


ACCOUNT EXECUTIVE 


wanted by well 


known London Agency (I.P.A.) 


know of this advertisement. 
only by our Principal and treated in confidence. 


We are an agency of medium size—well established, financially 
sound and with creative and administrative departments which, 
we believe, maintain more than the average efficiency. The range 
of our service to clients is wide, therefore our billings have been 
progressive, year by year, over a lengthy period. 

We now have a vacancy for an additional experienced Account 
Executive—a vacancy which, incidentally, also carries exceptional 
possibilities for a man with high ambition. 

Applicants should be between the ages of 35/40 (preferably 
members of the Institute) with previous experience of justifying 
salaries in excess of £1,500 per annum. Our Account Executives 
All applications will be handled 


Box 4423 Advertiser’s Weekly 180 Fleet Street EC4 


TRAINED SECRETARY, 


personal as 
of small 
House, 


ence 


sistant 


London 


Aldwych 
“General Schools 
outdoor 


28-36 
to the two Directors 
business 


as 


Bush 


Education 


advertising an advantage 


ing salary £450 
qualifications 


5.§, no Saturdays 
Box 4414 Ad. Weekly 180 Fleet St EC4 


Pension 


standard 
publicity 


or 


Commenc- 


or more, according to 


scheme 9- 


PRODUCTION ASSISTANT required by 


expanding 


and Technical 


to 5 years’ 
day week 
Bonus 
Secretary 
Kingsway 
Kingsway, 


Schemes 


Awency 


Lunchec 


Allardyce 
Corner 
London 


Accounts 
Agency experience 


m 


Write 
Palmer 
Buildings 


we 


handling 


National 


Man with 4 


Five- 


Voucher 


fully 


~ 


to the 
Lid.. 
109 


ASSISTANT required in Media Depart- 


DESIGN. 


ment of Agency handling 

home and overseas accounts 
buying experience desirable but not 
essential, although applicants should 
have aptitude for figures. Typing an 
advantage. Write, giving full particu- 
lars and commencing salary expected, 


important 
Space- 


to 
Box 4443 Ad. Weekly 180 Fleet St EC4 


We have 
experienced designer able 
ideas and produce roughs for pack- 
aging. point of sale material, etc., and 
generally enjoy himself under pleasant 
working conditions in good company 
This Studio has growing pains after 
seventy years and offers opportunity | 
plus the cash.—H. and A. Dix Ltd.. | 
12 Great Newport Street, W.C.2 


for a fully 
to imitate 


room 


ADVERTISER'S WEPKLY 


APPOINTMENTS VACANT 


LAYOUT MAN 
REQUIRED 


Capable of following a visual 
and acting on own initiative to 
finished presentation standard. 
Knowledge of typography essen- 
tial. 5-day week. No Saturdays. 
Apply in writing giving details, 
age, experience, salary required. 


Box 4323 
Advertiser's Weekly 180 Fleet St €C4 


SPACE SALESMAN required for old- 
established monthly industrial journal 
offering plenty of scope for keen 
young man This is a permanent 
position end the successful applicant 
will be given his own territory on a 
salary, Commission and expenses basis 
Box 4368 Ad. Weekly 180 Fleet St EC4 


BOX DESIGNER to prepare drawings 
suitable for blockmaking Products 
include toys and housewares in plas- 
tics. Pleasant offices near Hyde Park 
Corner, five-day week, small design 
unit Knowledge of the techniques 
involved would be an advantage 
Salary £10 week 
Box 4365 Ad. Weekly 180 Fleet St EC4 


PUBLICITY ASSISTANT. Vacancy 
occurs in Production Section of Pub- 
licity Department of large electrical 
engineering organisation in S.W 
Lanes, for experienced Male Assistant 
age 30-40 Permanent Staff position 
with contributory pension fund and 
good staff conditions Please write 
giving details of qualifications, age, 
when available and approximate salary 
required. to 
Box 4425 Ad. Weekly 180 Fleet St EC4 


the business 


the world . 


pay ! 


. and the better you are 


THE CHIEF COPYWRITER 


McCANN-ERICKSON ADVERTISING LTD. 


Brettenham House, London, W.C.2 


AN OPPORTUNITY FOR 


Two 
Copywriters 


Here is an opportunity to write for some of 
the biggest and most interesting accounts in 


- an Opportunity to join the creative team 
of the most’ dynamic advertising agency in 


the better the 


If you have at least four years of first-class 
copy-writing experience and believe that this 
‘8 yOur opportunity, write at once to: 


Mark your letter confidential—it will be so treated 


An unusual 
opportunity 


with excellent 


occurs for a 


keen young typographer 


to join 


CHARLES W. HOBSON LTD. 


Applications, which will be treated as confidential, 
should be addressed to: 

THE MANAGING DIRECTOR 

2 CHANDOS STREET, CAVENDISH SQUARE 


LONDON, W.1. 


prospects 


Phone your classifieds 
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APPOINTMENTS VACANT 


TGA 


MEMBER OF THE LONDON PRESS EXCHANGE GROUP 


want 


a copywriter 


This appointment calls for a good ideas man who 
thinks and writes clearly and takes a pride in his 
craftsmanship. The job is interesting and offers a 
variety of work on some of the most important and 
progressive industrial accounts in Britain. 


Agency experience, a really creative outlook and an 
intelligent interest in the exciting developments 
pioneered by our clients, are more important for 
this particular appointment than technical qualifica- 
tions. 


The right man will probably be between 25 and 30 
and will certainly fit into a particularly happy group. 
Write or ‘phone the Chief Copywriter, COV 2771, 
Ext. 22. 


and a 
technical writer 


to produce leaflets and brochures in good readable 
English. Previous experience in similar work or in 
technical journalism is essential, plus the ability to 
write with more than ordinary force and interest 
about a wide range of products. 


Staff pension and assurance schemes in being. 


our clients 


include many of the leading companies in Britain. 
Look up their names in the Blue Book to see the 
range of work their products provide. 


TECHNICAL AND GENERAL 
ADVERTISING AGENCY LIMITED 


Incorporated Practitioners in Advertising 
167, High Holborn, London, W.C.\ 
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CLASSIFIED ADVERTISEMENTS 


Scottish newspaper publishers 
require an 


ADVERTISEMENT 
REPRESENTATIVE 


for their London Office. This 
is an excellent opportunity for 
a young man in his twenties or 
early thirties, preferably with 
some advertising experience, 
who seeks to improve his 
position. Commencing salary 
will be according to age and 
experience. Applications will 
be treated as confidential. 
Please write, giving particulars 
of experience, age, etc., to 


Box 4374 
Advertiser's Weekly 180 Fleet St EC4 


FIRST-CLASS 
RETOUCHER & 
GENERAL ARTIST 


required 
for progressive studio near 
Bond St. Top Salaries. 
Apply : Mr. Alsworth, 
ARTPLAN LTD. 
May. 2251. 


TRAINEE ARTIST (male) having com- 
pleted National Service and with some 
experience Apply Mr Rawson, 
Sawell Publications Ltd.. 4 Ludgate 
Circus, E.C.4, or ‘phone FLE 4353 for 
appoimtment. 


ADVERTISING ASSISTANT wanted 
for Publicity Department of machinery 
makers Knowledge of engineering 
helpful. Ability to write copy for 
mailing pieces, catalogues, check 
proofs, etc Young man, National 
Service completed, preferred Non- 
contributory pension and insurance 
scheme. Write F. J. Edwards Litd., 
359 Euston Road, London, N.W.1. 


YOUNG GENERAL ARTIST required 
for publicity department of es 
manufacturers, N.W. London. ide 
range of interesting work includes 
press layouts, leaflets, show materia! 
colour schemes for customers. This is 
a job where bright ideas are welcomed 
Write, giving full details of experience, 
age and salary required No speci- 
mens at this stage. 

Box 4254 Ad. Weekly 180 Fleet St EC4 

VOUCHER CHECKING CLERK. 
Young lady with Advertising Agency 
experience. Five-day week. Apply 
Willings Press Service, 356 Grays Inn 
Road, W.C.1. 


ORDER CLERK required (letterpress) 
Excellent prospects with progressive 
firm. Write stating age, experience, 
to Day & Wilkins Lid., 126-8 New 
Kings Road, S.W.6 


ADVERTISING REPRESENTATIVE 
required for Midlands and North of 
England with connection among Local 
Authority Contractors Apply The 
County & Municipal! Record, 36 North 
Frederick Street, Glasgow, C.1. 


PRODUCTION ASSISTANT 
(London) with Store 
Department experience 
Male preferred Layout, block and 
type ordering experience essential 
Staff canteen, pension scheme. Apply 
in writing stating age and past experi- 
ence to 
Box 4445 Ad. Weekly 180 Fleet St EC4 

PRIVATE SECRETARY required, able 
to act own initiatve accustomed to 
advertising and/or publishing. Small 
office Salary £8/£10 according to 
experience 
Box 4446 Ad 


required 
Advertising 


(age 22-25) 


Weekly 180 Fleet St BC4 


Pm. 


EXPERIENCED 
PUBLIC RELATIONS 
MAN WANTED 


—by progressive London 
Agency, to co-ordinate 
and expand P.R. Service 
for consumer, technical 
and Fashion accounts. 
I.P.R. and N.U.J. mem- 
bership desirable. 


Box 4415 
Advertiser's Weekly 180 Fleet St EC4 


SITUATIONS VACANT 


These posts are now open in 
good London Advertising Agen- 
cies. 


VISUALISERS & LAYOUT 
ARTISTS (medium weight). 
Should have Agency or Studio 
experience. £10 to £15. 

LETTERING ARTISTS & RE- 
nag poe Salaries accord- 

g to experience. £15 to £20. 

TYPOGRAPHERS, experienced. 
£12 to £18. 

TYPOGRAPHERS with 1 or 2 
years background in an Agency 
or Publishers. £8 to £10. 

COPY WRITERS. All classes. 
General Consumer - Technical 
and Medical. £8 to £30. 

PRODUCTION MEN (Senior). 
Able to take full charge of 
group of accounts. £12.10.0 to 
£18.0.0. 

PRODUCTION MEN (Junior). 
With 1 or 2 vous general 
training. £7 to 

VOUCHER C I ERKS. of COPY 
DETAIL. £7 to £10. 

SECRETARIES — Shorthand 
Typists. Should have know- 
ledge of Agency routine. 
£7.10.0 to £15.0.0. 

LEDGER & INVOICE CLERKS 
£7 up. 


No Fees to Pay 


write, call or phone: 


STAFFS ORGANISATION 
111 HIGH HOLBORN, W.C.1 
CHAncery 2520 


Phone your classifieds 


to WAT 3388 (Ex. 25) 
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SepTEMBER 7, 1956 


APPOINTMENTS VACANT 


SPACE 
BUYER 


We have a vacancy for a Space 
Buyer with a good knowledge 
of national and technical press. 
Position offers scope to an 
Assistant Space Buyer desiring 
promotion and responsibility. 
5 day week. Bonus Scheme. 
Phone REGent 1081 and ask 
for Office Manager or write 
stating full experience and 
salary required to 


S. C. PEACOCK LTD. 
Maddox House, 
215/221 Regent St., 
London, W.1. 


CATALOGUE COMPILER required for 
wide range of tools and hardware 
Young man (National Service com- 
pleted) with some technical back- 
ground preferred. Experience in 
publicity department, copywriting and 
layout necessary 


Write 
Box 4422 Ad. Weekly 180 Fleet St EC4 


ASSISTANT, age 30-36 years, required 
by Advertising Manager of large 
established London Engineers in 
Central City area Must be fully 
experienced, with sound knowledge of 
Catalogue Layout work, Typography 
and Copy Writing Five-day week 
Luncheon vouchers and pension 
scheme Write fully to 
Box 4325 Ad. Weekly 180 Fleet St EC4 


Si 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


STUDIO IRWIN TECHNICAL 
LIMITED 


have immediate vacancies for 
ELECTRONIC DRAUGHTSMEN 
Technical Illustrators and Authors 
Write giving particulars :-— 
Studio Irwin Technical Ltd., 
118, Chancery Lane, W.C.2. 
Tel. No. CHAncery 4141 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


MANCHESTER. Woman Space Buyer 
mS 18 a responsible job for an 
experienced person looking for a well- 
paid permanency. Previous experience, 
preferably with wade press bookings, 
essential. Pleasant conditions. Five- 
day week Pension scheme Please 
write fully, in confidence, to the 
Managing Director, Macdonald Adver- 
tising, 64a Bridge Street, Manchester 3. 


TECHNICAL ILLUSTRATOR is re- 
quired for interesting and varied work 
in the Publications Department at an 
Aircraft Electrical Engineering Com- 
Pany situated near North Acton station 
(Central line) Candidates must be 
capable of producing accurate perspec- 
tive line illustrations from engineering 
drawings and the ability to use an air- 
brush for wash drawings, section cut- 
aways and retouching photographs is 
desirable though not essential The 
Situation is superannuated. Write, 
Stating age, experience and salary re- 
quired, to Box AW 940, LPE, 55 St. 
Martin's Lane, London, W.C.2. 


PRODUCTION MANAGER 
by leading Midlands Agency Must 
be agency trained and able to cover 
all phases of press and print Ex- 
cellent prospects Age no bar if 
accurate, rapid and experienced 
Write full personal details, salary re- 
quired, to 
Box 4383 Ad. Weekly 180 Ficet St BC4 


required 


MULLARD LIMITED have a vacancy 
in their Publicity Division for an assis- 
tant aged 25/30 to organise advertise- 
ment and literature production, and to 
Prepare small exhibition stands. Some 
years’ experience of such work is 
essential, and experience in copy- 
writing will be a further advantage 
There is considerable scope for initia- 
tive The post is permanent and 
pensionable and will carry a salary 
commensurate with the successful 
candidate's ability and experience 
Please write fully to the Personnel 
Officer, Century House, Shaftesbury 
Avenue, London, WC.2, quoting 
reference 863 


An important 
London Commercial Studio 
has vacancy for first-class 

experienced 


ARTIST & DESIGNER 


The job calls for a man with 
ideas and creative ability of 
the first order. The salary is 
in the four figure category with 
agreement if required. Pension 
scheme, 5-day week and ideal 
conditions and amenities. 


Write in confidence full details 
to 


Box 4421 
Advertiser's Weekly 180 Fleet St C4 


PRODUCTION ASSISTANT, Agency 


trained, required by leading Midlands 
Agency to work on a group of 
interesting accounts. Progressive 
future for a conscientious and efficient 
person. Write full details, experience 
salary required, to 

Box 4382 Ad. Weekly 180 Fleet St BC4 


RESPONSIBLE POSITION available for 


female Administrator, age 25 to 30 in 
busy and expanding office preparing 
advertisements for exclusive media 
close Marble Arch Must possess 
initiative, good memory, ability to 
type and capable of controlling small 
staff Write, stating present salary 
and give short history 

Box 4417 Ad. Weckly 180 Fleet St BC4 


Apply 


General Manager 


Temple Bar 6600. 


When you’re a 
typographer 
at McCanns 
then you are a 


TYPOGRAPHER 


We have room for one more 


McCANN -ERICKSON ADVERTISING LTD. 


Brettenham House, Lancaster Place, London, W.C.2 


| 


Apply 


WANTED 


FRUSTRATED EXHIBITION DESIGNER 


looking for a free hand and 

plenty of scope for creative ability. 

He is probably a good number two 
somewhere, waiting patiently 

for far-off promotion. 

Brains count—not age. Salary good— 


but not inflationary. 


Box 4442 
Advertiser’s Weekly 180 Fleet St EC4 


Phone your classifieds to WAT 3388 (Ex. 25) 
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= | 
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SUERTE | CLASSIFIED ADVERTISEMENTS | 
coprwerter | AACA | pywriter 


with a flair for enthusing interest Reid Walker Advertising re- 


into the mundane and keen | | LAYOUT and Experienced quire an adaptable, young 


enough to turn his hand to copywriter. The person we 


creative rough visuals. The SP are looking for should have 
sicuation offers prospects with a IDEAS MAN ACE had one or two years’ Agency 
young, growing Agency. Happy experience, and be able to 


congenial atmosphere where SALESMAN write strong selling cop» for 
enthusiasm is welcome. Leading London Publishing | comparatively small spaces 
5 (and we mean ienced } Cheerful working atmosphere 
Write stating age, experience | | House offers opportunity to ean experienced) Bs aaa 
i im i - rite to us ial ingha 
and salary required. ae pees MAN required for established en- | | House, Arundel Street, Lon 
| . 4 > ae meg sinee j al. High salz don, W.C.2, of phone 
Box 4434 ‘roughs ” and finished lay- gineering journal. igh salary Fettiess Gaston 2871 
a ale © . sce; i Pi J e ~* 

Advertiser's Weekly 180 Fleet St EC4 outs, adaptations for hard- or salary and commission if 
selling press advertisements, applicant prefers. This job 
TECHNICAL ARTIST required with | | POSters, showcards, and mail- could have real prospects fora | DOLAN DAVIS WHITCOMBE & 
ability to produce layout for Adver- ing shots. Good prospects man of ability and energy. STEWART require Shorthand Typist 


Lisin Also a first-class Retouch ; 5 5 . me ed 19-22. Five-day week and lun 
cane onl and pension aneinen | for applicant with right ex- Should be completely familiar | py nen voucher ache me Write tull 
operating. Write perience and flair. Write, with technical accounts and details to Mr. Keen, 10 Bruton Street 


Box 4206 Ad. Weekly 180 Fleet StEC4 | | giving details of career, agencies. Write giving fullest 


qualifications, age and salary particulars in complete, repeat GENT! 
Advertising Agency in the City requires required to ” r . s ! H 
a complete, confidence to URGENT t UR 


FEMALE ASSISTANT Relief Photographer wanted for 2 
> Box 4444 Box 4440 weeks from Monday, !Oth September, 
age about 20, for accounts and book- Advertiser's Weekly 180 Fleet St EC4 for Copy Negatives and Darkroom 


keeping duties Ability to type. Advertiser's Weekly 180 Fleet St EC4 Printing work. Top Rates paid 
Shorthand not essential Wadham Artists 


Box 4416 : 
, ; STS ' , , . . St. Brides House, Salisbury Square, 
iser’ FIRST-RATE ARTISTS wanted.  Plea- LAYOUT-VISUALISER = required by 
Advertiser's Weekly 180 Fleet St EC4 sant studios off Baker Street Please large manufacturing concern with own SCA whens Sevens See 
telephone for appointment PAD. | publicity department in West End : = . 
AGENCY has vacancy for Clerk/Typist 9321. John Camp Studios Five-day week Pension scheme ADVERTISING REPRESENTATIVES 
in Accounts Department Apply Mr DUE TO NEW COMMITMENTS and Write full particulars, previous ex- required, male or female. for official 
D. Scott, Napper Stinton Woolley. constantly increasing turnover 4 pro- | perience and salary required to publications, guides, etc. Relerences 
Lid.. 15-19 Great Chapel Street, W.1 » 1 . — oe | Box 4412 Ad. Weekly 180 Fleet St EC4 required and replies to all applicants 
gressive Birmingham Agency requires Box 4426 Ad. Weekly 180 Fleet St EC4 
ADVERTISEMENT SPACE REPRE- additional studio staff Visualisers, | MEDIA CHECKING. Grahams & | es See! ——s = 
SENTATIVE, male or female, re- finished artists and retouchers are Gillies Ltd. urgently require young TRACER. Experienced temale tracer 
quired on well-known top quality offered permanent positions and exce!l- lady to take control of Media Check required Good printing, knowledge 
fashion trade journal. Permanent post lent conditions Top salaries and ing. Experience in this kind of work of perspective drawing an advantage 
with high salary. all expenses, no attractive quarterly bonus scheme | essential Please write Graham & Apply by letter to Sta Manager 
commission Full details of experi- Present staff are aware of this adver- | Gillies Ltd., Grafton House, 3 Golden (Ret RLT/ 297) Phe Research 
ence, etc to “M.D., Confidential,” tisement Square, W.1, or ‘phone GER. 9121 Laboratories The General Electric 
Box 4145 Ad. Weekly 180 Fleet St EC4 Box 4391 Ad. Weekly 180 Fleet St EC4 | for appointment Co., Ltd, North Wembley 


T. G. SCOTT AND SON LTD 


requires two additional members 


hr Sate WHAT IS A. DESIGNER ? 


Typographer A Designer is a man (or woman) who can 


A man with technical mastery and an imaginative create an advertising campaign in 
grasp of typographical design. co-operation with other people and develop it 
He must be capable of accurate type mark-ups most effectively in its visual form. 


cane a ns, He has an eagle ye fr detail and thinks 
‘ ation. : - 
ad . broadly. He is flexible but stubborn. 


He has an astonishing knowledge of the 
. . . 

Finished Layout Artist possibilities of all media and he has 
Quick, competent and vivid presentation of clients’ never grubbed around in a mental rut 
roughs is required, and a sound grasp of lettering. in his very superior life. 


Opportunities for visualizing will be available for That is our definition of a Designer and that 
anyone with the ability and an imaginative flare. is what we want. . . a Designer. 


If interested in joining a growing agency, which will If this is you to the life, you can 
call upon you for original design contributions, write 
giving full details of experience, present salary and age. 
All applications will be treated with confidence. 


have the salary you expect and pleasant 
working conditions. Please write to: 


Chief Visualizer, THE SECRETARY, 


T. G. SCOTT AND SON LTD 
Crown House, 143-147 Regent Street, London W1 C. R. CASSON LIMITED, 6 ALOFORD STREET, W.1 


Phone your classifieds to WAT 3388 (Ex. 25) 
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SEPTEMBER 7, 1956 


APPOINTMENTS VACANT 


Permanent or Freelance 
ARTISTS 


required for first-class line, 
lettering and colour sketches. 


Brenchley Engraving Co. Ltd. 


Burnham Street, 
London Road, 
Kingston-on-Thames. 


Kingston 7054/3699 


WEST END ADVERTISING AGENCY 
has vacancy in accounts department 
for Clerk/ Typist Knowledge of 
Poster Advertising Accounts and Con- 
tracts essential. Apply by letter only, 
C. J. Lytle (Outdoor Publicity) Ltd., 
2, 3 and 4 Dean Street, London, W.1 


BOOK CLUB organisation 
Promotion Manager, experienced com- 
petitions, gift and member-getting 
schemes Four-figure salary, with 
great opportunity for advancement. 
Write, qualifications, to 
Box 4418 Ad. Weekly 180 Fleet St EC4 


ACCOUNT 
EXECUTIVE 


Commission in addition to salary for 
a capable efficient and ambitious man, 
who has an ability for introducing new 
business and is keen on hard work. 
MUST have had some years experience 
with a small agency and preferably 
handling mail order accounts. This 
is an exceptional opportunity for 
the right man who intends reaching the 
top. 


requires 


i\ 


Box 4343 
Advertiser's Weekly 180 Fleet St EC4 


TECHNICAL ARTIST required. Must 
be used to good quality work mainly 
in line but airbrush experience would 
be an advantage. Rapier Arts Ltd., 
1 Farringdon Road, E.C.1, or tele- 
phone Mr. Finch, CHAncery 6055 for 
appointment 


LETTERING ARTIST required. Know- 
ledge of photo-litho work an advan- 
tage. Five-day week. Pension 
scheme. Canteen and excellent work- 
ing conditions. Rotaprint Limited. 
Honeypot Lane, N.W.9. 


We require 


in our London studio a 


YOUNG ARTIST 


who is also something of an 
engineer to design and con- 
struct showcards in cardboard 
for window and counter dis- 
play. It is a pleasant, friendly 
and spacious studio with excel- 
lent lighting. A good salary 
will be paid to a suitable 
applicant. We also have a 
pension scheme. Please apply 
in writing to 


The Managing Director, 
James Haworth & Bro., Ltd., 
Rossendale Works, 
Chase Side, Southgate, N.14 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


JUNIOR 


REQUIRED 


in Art and Screen Printing Department for 
general duties. Either sex about 20 years 
of age. Some knowledge of drawing and 
painting essential Full time employment 
only. Salary according to age and experi- 
ence 

Write, call or telephone, 

ERNEST W. PERRETT LTD., 
Fiag Manufacturers, 
65, Holloway Road, London, N.7. 

(Near Highbury Corner) Phone: NORth 5771 


ASSISTANT TO PRODUCTION MAN- 
AGER wanted, age 20-30 Leading 
Industrial advertising agency. I.P.A 
Pleasant atmosphere. Prospects. Pen- 
sion scheme. Write with history and 
present salary 


to 
Box 4183 Ad Weekly 180 Fleet St BC4 


GREETING CARD ARTIST 


required by Progressive Card Publishers 
in Manchester district. Must be ex- 
perienced in design of popular cards and 
good at figure drawing. Good salary. 
ension scheme. Send full details of 


experience to 
Box 4361 
Advertiser's Weekly 180 Fleet St EC4 


DRAUGHTSMAN required by well- 
known outdoor Advertising Company 
to make surveys and prepare plans for 
Town Planning applications. Write, 
Stating qualifications, salary required 


to 
Box 4455 Ad. Weekly 180 Flect St BC4 


RETOUCHER required, used to good 
quality work on technica! subjects, but 
some experience of figure retouching 
would be an advantage. Rapier Arts 
Ltd., 1 Farringdon Road, E.C.1, or 
telephone Mr. Finch, CHAncery 6055 
for appointment 

FDITORIAL ASSISTANT (woman) re- 
quired, age 20-30 years, for monthly 
fashion trade paper Experienced in 
general editorial duties and interview- 
ing essential. Write full details and 
when free to 
Box 4454 Ad. Weekly 180 Fleet St EC4 


SECRETARY 


Required to assist Exhibition 
Organiser. Some knowledge of 
exhibition work is essential and a 
willingness to undertake somewhat 
varied duties, and an ability to deal 
accurately with detail is required. 


Box 4449 
Advertiser's Weekly 180 Fleet St EC4 


LETTERING. This is the chance for 
improving professionally and finan- 
cially if you are male, hale, bags of 
experience and aged about 25. edo 
%. work so why not join ?—H. and 

Dix Ltd., 12 Great Newport Street, 
wi C.2 


APPOINTMENTS WANTED 


M.LP.A., D.A.A. (29), executive/copy- 
writer wants a decent job in London. 
Box 4429 Ad. Weekly 180 Fleet St EC4 


YOUNG MAN, practised in public 
relations, dealer co-operation, displays 
and exhibitions, preoccupation all 
media publicity, mobile, available 
September 
Box 4430 Ad. Weekly 180 Ficet St EC4 


YOUTH, 17} years, G.C.E. in Art and 
Literature, but no practical experience, 
desires trainee-type opening. Fransen, 
Clovelly, Catlins Lane, Pinner, Middx. 


EXPERIENCED > SPACE SALESMAN, 
40, seeks post Advertisement Manager 
or tad prospect. Excellent references. 


Wr 
Box "4420 Ad. Weekly 180 Fleet St EC4 


YOUNG Assistant Advertisement Man- 
ager of proved ability, seeks position 
in London, Provinces or Common- 
wealth, where his wide selling experi- 
ence on provincial d —, and weeklies 
can operly exploited 
Box Sa18 Ad Weekly 180 Fleet St EC4 


“ HAND-PICKED ” SECRETARIES 
available.—The Wigmore Agency, 67 
Wigmore St., W.1. HUNter 9951/2/3 

REPRESENTATIVE (lady) seeks estab- 
lished space proposition. Experienced 
in space and commercial selling. Pre- 
ferably women’s interest media. 

Box 4367 Ad. Weckly 180 Fleet St EC4 

PRODUCTION/T YPOGRAPHY. 
Indian, aged 24, excellent advertising 
background Reasonable attitude to 
salary. 

Box 4450 Ad. Weekly 180 Fleet St EC4 

TALENTED YOUNG MAN, 21, study- 
ing Commercial Art at night school, 
secks Trainee-Junior position. Versa 
tile and keen. 

Box 4456 Ad. Weekly 180 Fleet St EC4 

ADVERTISING. Young man secks 
progressive position as Assistant 
Account Executive. Ex-public school, 
full Y.M.P. course, agency experience. 
Fluent German 
Box 4439 Ad Weekly 180 Fleet St BC4 

LADY, 10 years’ London, Paris fashion 
experience, rapid sketcher, knowledge 
designing, writing, editing, art, wants 
magazine work 
Box 4438 Ad. Weekly 180 Fleet St EC4 

ARTIST DESIGNER with wide experi- 
ence in display and advertising fields. 
studio manager of well-known 
retailers, seeks final change 
responsibility and scope. 

Box 4432 Ad. Weekly 180 Fleet St EC4 

SALES EXECUTIVE, good 
screen printing and display, 


with 


contacts 
London 


only. 
Box 4436 Ad. Weekly 180 Fleet St EC4 


FREE LANCE SERVICES 


LAYOUT ARTIST (Fx Fig.). 
in booklets, folders. etc 
Box 4121 Ad. Weckly 180 Fleet St BC4 

FREE - LANCE CIRCULATION 
REPRESENTATIVES required by 
Sporting Weekly (published London) 
for West Country, Midlands and the 
North. State terms to 
Box 4448 Ad. Weekly 180 Fleet St EC4 

ADVERTISING MAN with interesting 
qualification can now undertake 
limited number of commissions to 
write copy and produce ideas (with 
visuals); especially leaflets. Can write 
company histories 
Box 4160 Ad. Weekly 180 Fleet St BC4 

FIRST-CLASS experienced Fashion and 
Children’s Wear Artist requires free- 
lance work. Tel.: PAD. 2577. Miss 
J. Holmes. 

EXPERIENCED FREE LANCE seeks 
—e arrangement with Agency or 


specialises 


| 7 4397 Ad. Weekly 180 Fleet St BC4 


m BUSINESS OPPORTUNITIES 


Top-line design in all media 
Visualising Design 
Package . Print . Display 


Ilustration 
(Figure and Whimsical) 


Lettering . Typography 
VAN RAYMOND ARTISTS 
3 RACQUET ours. FLEET ST., 


FLE 0760. 


ESTABLISHED monthly publication 
with large circulation requires addi- 
tional finance. Half-share in Com- 
pany for suitable investor(s) with 
medical, social service or publishing 
background About £8,000 required. 
Principals only 
Box 4431 Ad. Weekly 180 Fleet St EC4 


SPEEDY PRINT SERVICE 


for all Advertising and Sales literature. 
Top Quality k-and-White and 
Colour photo litho. 
GOTHIC PRESS LIMITED 
Euston 5845, 42 Osnaburgh Street 
(Opposite Gt. Portland St. Station) 


DEEP GLOSS Metal-Glazed Showcards, 
another production of Dispro, The 
Laminators, are less expensive and of 
higher quality gloss. Increasingly used 
by leading advertisers. 
men and estimate. Dispro Ltd., 38 
Peckham Road, S.E.5. Tel.: RODney 
7171 © lines). 


COURSES 


| 


CITY OF LONDON COLLEGE 


MOORGATE, E.C.2 
EVENING COURSES IN 
ADVERTISING 


and 


SALES MANAGEMENT 


commence on 24th September, 1956 


ENROLMENT: September [7th 
(last session's students only) and |8th, 
5-7.30 p.m.; 19th, 5-7 p.m. 
Further particulars from: 
the Secretary of the College. 
(MONarch 8112/34) 


SALES AND WANTS 


ADDRESSOGRAPH CABINETS for 
sale. Excellent condition. Also 
Addressograph Frames 
Box 4308 Ad. Weekly 180 Fleet St EC 4 


COSSAR B 18 NEWSPAPER PRESS. 
10 years old, for immediate sale 
Prints 10 pages in one operation, 1% 
with re-reeler, page size 20 in. x 15 in 
AC Motor included, Offers to W. & 
A Linney Ltd., West Gate, Mansfield. 

jotts. 


| ACCOMMODATION 


CLEMENTS INN, STRAND. First floor 
suite, 800 sq. ft. Rent £700 p.a.. 
including rates. Particulars from 
Donaldson & 7 94 Jermyn Street, 
SW1. WHI 45 

- Fleet 


WANTED, a 
Street area. 
Box 4352 Ad. Weekly 180 Fleet Si EC4 
FREELANCE GODSEND: modern 
semi-detached house, 6 rooms, 
studio, garden, in Petts 
£3,550. Ring Orpington 25513 


studio, 


| PRINTERS 


LONDON SPACE SELLING for Trade 
Professional and Provincial Publica- 
tions are able to take over 2/3 extra 
journals. Full details, in confidence, 


to 
Box 4447 Ad. Weekly 180 Fleet St EC4 


MARKET RESEARCH 


Field work, tabulation and reports of 
all kinds undertaken. 
Consumer Research Ltd., 
54, Great Mariborough Street, 
London, W.!. 
GERRARD 0068 


Publishers Please Note 


Competitive Midlands Printers 
have capacity for 
Medium-sized Monthly and 
Quarterly Publications. 


Coalville Times Letd., Hi 


St., 
Coalville, Leics. 


el. 83 4. 


| MISCELLANEOUS 


PAMPHLET FOLDING, envelope in- 
serting. Competitive rates. Contact 
Kennard Press, 30 City Road, E.C.1. 


Phone your classifieds to WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY 


Craftsmen are 
a dying breed 


9 


old man 


Theyre alive 


al Day & Wilkins 


old chap” 


DAY & WILKINS LIMITED 
126/128 NEW KING'S 8 ROAD, LONDON, S.W.6 


PRINTERS OF QUALITY 
RENOWN 22468 


PRELIMINARY ANNOUNCEMENT 


RAINWEAR 
DOMESTIC 
HEATING 


(MONTHLY) 


WOOLSHOP 
& 


BABY LINEN 
STORE 


(MONTHLY) 


— SEG? faces 


ALL FOR FIRST PUBLICATION DECEMBER 1956. 


Rate Cards and Specimens now printing. 


MUSSON TRADE PRESS LTD., 
478 FULHAM BROADWAY, LONDON, S.W.6. Tel.: 


SEPTEMBER 7 


FUL 4643. 


No play in ‘Two 
Freds’ match 


(Continued from page 3) 


treasurer of NABS, thanked the 
FSCC on behalf of his NABS 
colleagues for all the help they had 
given. 

He said that NABS dispensed 
£20,000 per year and of that figure 
a quarter was raised through the 
“Two Freds” match. 

Nearly £200 was raised at a 
lunch-time auction managed by 
Harold Fish. The main auction, as 
usual, was held in the evening 
at Hurlingham. Advertisers and 
Agents won the tournament. 


VAN HEUSER MOVE 


M Ferg Ltd. have 
been -— to handle the adver- 
tising of the British Van Heusen 
Co. Ltd. manufacturers of Van 
Heusen shirts and collars, from 
January 1. 


Geoffrey Goodyear, a director of 
S. H. Benson Ltd., is to retire at the 
end of the year. 


Douglas Sutherland has left Voice 
and Vision Ltd. 

The Maidenform brassiere Pre- 
Lude will be sold in British stores 
and shops from the middle of this 
month. Supporting reintroduction 
of Maidenform to Britain will be 


an advertising campaign in national 
and provincial newspapers and in 
such magazines as “Vogue” and 
“Harper's Bazaar.” Agents are 
Downtons Ltd. 


- . ae, Suate director of 
water per Corporation, 

died on Sunday. He had been with 

Bowaters nearly 30 years. 


James Oldfield, formerly with 
Hulton Press, has joined Samson 
Clark Ltd.’s_ associate company, 
Press and Public Relations Lt 
a director. 


The power of the ITA’s station 
at Croydon will be doubled on 
Saturday to enable a further 600,000 
people to receive a primary service 
in place of a secondary one. Some 
improvement in reception is ex- 
pected for most viewers living in the 
present service area as a whole. 

Chief guest at the News: 
Society’s dinner to 80 Can 
newspapermen at Apothecaries’ Hal 
on Monday, September 17, will be 
Cdr, Allan Noble, MP, Under- 
Secretary of State for Common- 
wealth Relations. 
opteiee, Walker has this week joined 

ustra ewspa Ltd., on —_ 
advertisement stat of Tee 
trated London News.” Tie “— 
formerly with Hulton Press Ltd. 


Kenneth Horne will be installed 
president of the Aldwych Club on 
Wednesday, September 26. 
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